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T G 
Brand Consciousness of JOHN “BULL Naubeatels : 
Shere of Market held by Leading 4 Brands 
The growing influence of BRAND BRANDS BRANDS BRANDS 
- Product Groups A & B A A&B AB&C ABC&D 
by & Rew survey which 7 Cereals 60 75 89 98 
= Porridge 54 82 86 87 
shows the brand conscious- _—_-... 21 ao 58 68 
# ‘ Marmalade 42 56 63 69 
ness of JOHN BULL's x Toilet Soap 21 42 | s8 72 
600 000 house i Household Soap 46 a 90 
I, od wife | §6Soap Flakes 57 8atisBt*” 


readers and the share of "] Washing Powder a1 73,—~C‘<=SLN 109 
Cocoa 42 80 | 93 94 

the market held by the Disinfectants 39 so | 6: | 71 
lea ding % Polish, Floor & F’ture. 33 46 , 38 | 68 
four brands. The "i Packet Soup 43 oe |; me } 93 

actual brand names are : Tinned Soup 50 63 73 79 
3 Sauces 43 61 69 76 

revealed in the full report, Pickles 18 34 4a9—ti‘ssf8 
. Fish & Meat Paste 33 42 sts 56 
: a copy of which will gladly Custard Powder 66 76 84 88 
i Meat Extract 72 107 — —- 
Health Beverages 43 69 92 108 


NOTE Percentages may exceed 100 when reading across (e.g., Washing Powder and Health 
Beverages), because more than one brand was brought simultaneously at time of last purchase 
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HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTO., 96-98 LONG ACRE, LONDON, W.C.2 
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OUTDOOR 
ADVERTISING 


Checking ad. 


results 


Sirn,—One feature of present 
day advertising appears to be the 
absence of enough “scientific” 
means of checking the results and 
effectiveness of many aspects of 
the advertising business. 

It seems to me that it is of 
the very first importance to check 
the results of press advertisements 
and to test different kinds of 
approach in selling and, from 
such tests, to select the most effec- 
tive one for continued use. Every- 
one is familiar with the Starch 
Report and the Flesch Readership 
Ratings used in America whilst 


IN THIS ISSUE— 
Should technical journals charge 
for typesetting: A publisher's 

view. Page 546. 
NEXT WEEK: Annual Adver- 
tisement Planning Number. 


one of the most interesting items 
in Printers’ Ink is the “Which ad. 
pulled best?” series in which the 
results of different copy ap- 
proaches are analysed. 
Although, no doubt, individual 
agencies in this country conduct 
similar forms of research, there 
does not appear to be any general 
use of such aids to successful 
selling or, in fact, any general 
interest in them, How comes this 
dis-belief in methods which, as 
far as can be seen, are used 
effectively in the U.S.A. and yet 
remain untried in this country? 
Whilst I fully appreciate the 
essential part played by the crea- 
tive side in advertising—in the 
absolute necessity for ideas and 
creative ability—it does seem 
that too much is left to chance, 
to personal opinion and to bias. 
A whole host of “facts and 
figures” should be available to 


To The Editor. ‘. 


plans boards and to the creative 
people. 

Actual results and definite facts 
arising Out of past and continuing 
research should be to hand so 
that debatable problems can be 
referred to a factual source. 
What use is made of such facts 
and figures must depend upon 
circumstances, and whilst I advo- 
cate neither textbook advertising 
nor a disregard for ideas or 
“hunch,” I do feel that the facts, 
in so far as they are obtainable, 
should be available. 

Specific queries are continually 
arising and, in most cases, being 
answered by private opinion 
which, whilst backed perhaps by 
many years of experience, remains 
opinion for as long as its results 
are not accurately checked, Facts 
and figures must be available to 
support a reasoned argument for 
the adoption of any advertising 
scheme, campaign or even copy 
and layout. The question “why?” 
must be asked at every stage and 
in every section of the making of 
an advertising plan, and answered 
in such a way as to show why, by 
doing it thus, more goods will be 
sold. “Because the client likes it” 
or “because it’s good design” are 
not reasons but evasions. 

I am quite convinced that if an 
agency presents a_ thoroughly 
reasoned argument on behalf of 
its proposed scheme, backed up 
by facts and figures as well as by 
experience and proved ability, 
and that if the agency shows com- 
plete confidence in its effective- 
ness No client would attempt to 
alter it in any cardinal way. Only 
by this kind of presentation can 
an agency win the confidence and 
respect of the client without 
which their relationship must re- 
flect in half-hearted, slip-shod 
and uninspired advertising. 

It would seem that the general 
trend is towards a more scientific, 
accurate and reasoned basis for 
advertising policies and plans but, 
at the same time, so many of 
what appear to be basic facts are 
unavailable or unused. 

F. Puitie VICKERS. 
86 Elgin Mansions, 
London, W.9. 


Hardware 
Sir, —Your Ireland Supplement 
(May 14) suggests that England 
has approximately 150,000 iron- 
mongers. The Census of Distri 
bution gave the total number of 
ironmongery shops in England, 
Wales and Scotland as 15,363. 
ALBAN HILLs. 
Editor, 


The Hardware Trade Journal. 


Transportation advertising 


9 


Sponsored TV 


Sir,—-Mr. Blairman (May 28) 
ignores the fact that the adver- 
tiser is the only source of income 
for sponsored TV, and there is 
nothing in his letter that makes 
me wish to change my opinion 
that: 

(a) The advertiser, as the sole 
provider of finance for sponsored 
TV, will want to decide for him- 
self what kind of entertainment 
he provides his audience. 

(b) The advertiser is entitled to 
this privilege. 

There is nothing shameful in 
the view that an advertiser is 
entitled to decide for himself how 
his money should be spent. 

[. G. HARTSHORNE. 
London, N.6. 


Cost of stereos 

Sir,—The metal surcharge on 
stereos is not, as J. W. Halls (May 
28) infers, Id. per square inch. 
It was reduced from ld. to jd. 
at the end of October 1952 and 
further reduced to 4d. per square 
inch at the end of April 1953. 

This surcharge also provides 
for the cost of living bonus which 
at its present level adds £1 4s, per 
week per man to the wages of 
stereotypers and is likely to rise 
higher at the next date of revision. 

W. H. CHURCH, 

Director, 
Dalziel Foundry Ltd. 


Window displays 

Sin,—I agree entirely with 
Geoffrey Warren’s article (May 
28) on shop window display. 

At the same time, however, I 
feel that whilst such criticisms are 
levelled at shopkeepers in general, 
only those who by chance are 
readers of your publication will 
be able to appreciate the value 
of such an article, 

What guidance, if any, is or has 
ever been given to the small 
shopkeepers throughout the 
country? Very few of them are 
practised in the art of good dis- 
play and perhaps have never had 
the opportunity of taking advan- 
tage of expert advice. 

Occasionally one hears of com- 
petitions organised by local 
Chambers of Trade and by manu- 
facturers of nationally known 
products offering prizes for the 
best window display in some 
towns in the provinces. Whilst 
this, in a limited sense stimulates 
a competitive spirit amongst cer- 
tain of the shops, which are no 
doubt suitably equipped to pro- 
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duce unique and interesting lay- 
Outs, it does not appear to merit 
the attention of shopkeepers in 
general, 

James B. ELLis. 
Grantham, Lincs. 


Higher thinking 

S:k,—Geoffrey Warren suggests 
window display in Britain is so 
bad because of cheap thinking. 

One question remains, and that 
is how to quicken enthusiasm and 
knowledge in window display and 
advertising? There is no need to 
look any further for the answer 
than in Mr. Barron’s essay, which 
appeared in a condensed form in 
the same issue—education is the 
necessity of advertising. 
_ To display windows invitingly 
is a social responsibility, In doing 
this we can help to keep alive 
some of those qualities so magni- 
ficently shown during the Coro- 
nation. The important one being 
creative thought, which can 
change drab surroundings into 
dignity that captivates the imag- 
ination. May I hint that the ad- 
vertisement representative can 
higher this standard by thinking 
for his clients. 

ROWLAND SLINGSBY. 

Scunthorpe, Lincs. 


Circulation facts 


and figures 


Sir, — “Account Executive” 
(June 4) may have a legitimate 
grievance against some publishers 
of technical journals in respect of 
circulation figures, but, on the 
other hand, we find that dissemin- 
ating such information on an 
accurate basis is also received by 
certain agents in a “doubting 
Thomas” frame of mind. 

Two wrongs do not make a 
right, but it is to be hoped that 
“Account Executive” does believe 
information imparted when it is 
accurate. 

G. H. BAILey. 
Advertisement Manager, 
Croner Publications Ltd. 
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J3, NORFOLK STREET, STRAND, LONDON, W.C.2. Phone: Temple Bar 2044 
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A Solus Transformation 


ADVERTISER'S WEEKLY 


@ Solus Sites improve the Amenities 


This photograph of a National Solus Site in a commercial area shows how a derelict 
wall can be cleaned up and re-modelled to become an attractive poster position—and, at 
the same time, greatly improve the local amenities. National Solus Sites are available in 
all commercial areas in England and Wales. 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND + LONDON - W.C€C.2 +» TELEPHONE: TRAFALGAR 4922-3-4 


DIRECTORS: T. A. ALLAM (Managing Director) S. bk. CARTER PW. FELTON R. H. LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD. 
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Builders of sales 
in Yorkshire and 
the North to the 


Advertisers of the 


THE YORKSHIRE POST 
THE YORKSHIRE EVENING POST 


An area campaign in themselves 


United Kingdom 


THE YORKSHIRE CONSERVATIV! NEWSPAPER CO LTD., LEEDS 1. TEL. 32701 
LONDON OFFICE: 171, FLEET STREET, E.C. 4. TELEPHONE; CENTRAL 9693 
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Poster conference boosts ‘basic truths’ 


about advertising 


VIGOROUS DEFENCE OF INDUSTRY: 
LATEST RESEARCH REVELATIONS 
fp pnp helps to reduce factory and distribution costs 

and to promote the production of better goods. This con- 
tention was the hard core of a vigorous defence of adv 
made by C. L. Hallas (media director of Lintas Ltd.) at the 
British Poster Advertising Association conference at or 


on Tuesday. 

Claiming that “the case for ad- 
vertising—both for services and 
branded goods—starts from the 
recognition that freedom of 
choice for the consumer is essen- 
tial,” Mr. Hallas gave two reasons 
why advertising helps to reduce 
factory costs: 

It made mass _ production 
methods possible; and by enabling 
production to be better planned, 
it conserved manpower. Because 
of this planned production, future 
needs of raw materials could be 
better assessed and bought more 
rationally at better prices. 

Advertising helped to reduce 
distribution costs because a pro- 
duct in pub- 
lic demand 
could be sold 
more cheap- 
ly, and could 
be more 
readily 
stocked by 
wh o lesalers 
and retailers 
in adequate 
quantities. 
D i stributors 
were able to 
gauge de- 
mand more 
accurately 
Advertised 
products usually enjoyed a faster 
rate of stock turnover both in the 
factory and in the shops. Stocks. 
therefore, could be controlled 
more accurately, and therefore 
less capital was unnecessarily 
tied up. 

“The trend for many years has 
been for advertised, mass pro- 
duced goods to have lower price 
levels,” said Mr, Hallas. 

Developing the theme that ad- 
vertised goods are better, he said: 

@ Continued on next page 


C. L. Hallas 


| A.A. is seeking 


new premises 


The Advertising Association is 
under notice to leave its present 
headquarters in Fleet Street by 
the end of September. 

“Finding new premises would be 
a good send off towards imple- 
menting the report of the Miles 
Thomas development commit- 
tee.” the chairman of the 
executive commitiee, W. W. J. 
Studd, told “Advertiser's 
Weekly.” 

“We need about 2,500-3,000 sq. 
feet, in some reasonably cen- 
trai district, and preferably 
with a conference room. 

“The council hope that probably 
someone connected with the 
industry, or its ancillary ser- 
vices, may be able to offer or 
suggest suitable premises. Any- 
one who can assist in our quest 
should contact the director- 
general, Leslie FE. Room, 


The Mayor of Torquay 
A. bk. Aylward (retiring 


Ald. Philip Read, welcomes delegates. 
president); 


Left 


right; Ald. S. Brown (the new 


president), 


HARD SELLING WILL START SOON 
FOR ELECTRICITY INDUSTRY 


Hard selling advertising for 
electricity and electrical goods is 
to be resumed in the near future. 
It is understood that the Minister 
of Fuel and Power will announce 
the removal of the restrictions of 
promotional publicity brought 
about by the fuel shortage. 

A campaign for the use of elec 
tricity for cooking and water heat 
ing is being launched by the 
British Electrical Development 
Association in the Radio Times, 
Wlustrated, John Bull Fevery 


body's, Picture Post and most of 
the leading women’s weekly and 
monthly magazines. 

Speakers at the British Electri- 
cal Power Convention in Tor- 
quay this week have stressed the 
need for a return of salesman- 
ship in the electricity field. 

The biggest provincial electrical 
exhibition on record—with the 
exception of the British Indus- 
tries Fair at Birmingham -is now 
being held in conjunction with 
the Convention 


Reaches the core of Britain's 


domestic market simply and 


effectively each week. 
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ANNUAL CONFERENCE: 


RESEARCH PROVES POSTERS 
CAN ‘COVER’ 80% OF ADULTS 


How a properly selected and distributed poster display can 
claim a “cover” of not less than 80 per cent of the adult popula- 
tion was described by Brian Copland, of London Press Exchange, 
in an address at the technical session yesterday (Wednesday). 


Mr. Copland, who js research 
adviser to Outdoor Publicity Ltd., 
emphasised that research into 
poster “coverage” (like that in 
newspaper “readership") indicated 
the number of people who had 
an opportunity of seeing the ad 
vertisements, The media owner 
press, poster, radio, cinema, and 
so on was selling opportunities. 
Ihe key to media research was to 
separate the medium from its 
message and measure the media 
audience in terms of the oppor- 
tunities it provides. 

Mr. Copland illustrated his talk 
with popularised visual] material 
based on the 
pilot survey 
sponsored by 
Outdoor 
Publicity. 
Mentio ning 
that Mills & 
Rockleys 
Ltd. had ar 
ranged for a 
more exten- 
sive and 
elaborate in 

vestigation 
F2) on the same 
lines, he said 

B.D. Copland that tt) was 

this attitude 
which had prompted Outdoor 
Publicity to the sensible and 
statesmanlike decision to make 
all the results of their pilot 
survey fully available to anyone. 

He defined an “audience” for 
a display of posters as consisting 
of all those people who, by virtue 
of their movement about a town, 
passed places where these posters 
are displayed. The “cover” pro- 
vided by the display was the 
audience expressed as a percent- 
age of all the people one wanted 
to talk to, Perhaps the most im- 
portant measurement of all was 
the “frequency,” which was a 
measure of the amount of repeti 
tion provided. It was defined as 
“the number of opportunities to 
sce per person, covered per 
week.” 

Explaining the plan of the re 
search, he said: “To find the 
poster audience, take a sample of 
the people to form a true cross- 
section of the population of the 
area. Take a sample of the places 
where posters can be displayed 
to make a true cross-section of all 
such places in the area. Record all 
the journeys of the people sampled 
and plot them = against — the 
places. You can then calculate 
the audience, cover, and fre- 
quency for any selection of poster 
sites you like. What is more im 
portant still, you can calculate the 
audience, cover and frequency for 


representative displays of various 
sizes and thus see how many 
posters are required to give an 
efficient cover.” 

One of the first things that the 
surveys revealed was that the 
poster audience in a town was 
much bigger than it seemed. 

It was found that out of the 
90,000 odd people living outside 
Wigan, who looked to Wigan as 
the centre for shopping, work, 
and entertainment, something like 
two-thirds came into Wigan dur 
ing the week of the survey and 
passed by many of the places 
where posters could be displayed 
In other words, the audience for 
a display of posters in Wigan was 
very nearly twice as big as it 
might appear to be from the size 
of the town. 

“We can parallel this experi- 
ence tn at least 10 other towns,” 
said Mr. Copland, “and in every 
case the audience that you are 
selling is markedly greater than 
that which might be expected 
from examining the population 
figures for the town itself.” 


The pilot survey 
The pilot survey for the two 
towns of Wigan and Luton 
showed that a “representative” 
display selected betore the survey 
took place, could command an 
audience, cover and frequency 
that was, to say the least of it, 
very satisfactory. But, this alone 
was not good enough. First, the 
figures refer to a “chosen” dis- 
play, selected by skilled men who 
knew the ground. Second, it was 
not known how far these figures 
were applicable to other towns 

of various types and sizes 


In order to see how the audi- 
ence and cover grew as the num- 
ber of sites increased, the investi- 
gators took a large number of 
sample displays of various sizes 
and eventually produced the curve 
from which they could read off 


A. E. Aylward, retiring president 
(right), assists Ald. S. Brown with the 
presidential chain. 


the cover percentage for any num- 
ber of sites. The frequency—the 
amount of repetition grew in 
reasonable step with the increase 
in the number of sites, so it be- 
came apparent that over a certain 
size of display, the money spent 
was being invested on repetition. 

Their investigation of the ap- 
plication of these figures to other 
towns became the responsibility 
of Mills & Rockleys, who com- 
missioned then a survey of a 
further nine towns of various 
sizes and types. This had been 
done, and first results indicated 
that a representative display 
could, in fact, command an audi- 
ence and cover somewhere be- 
tween 80 per cent and 90 per cent 
of the adult population. Analysis 
was in progress to examine the 
variations in cover and frequency 
due to differences in size, in 
hinterland, in population density 
and in the extent of provision of 
poster sites. 

“The work has only just begun 
and it will be continued,” Mr. 
Copland added. “Even at this 
early stage, the outdoor advertis- 
ing industry can bring facts and 
figures to substantiate its claim 
to be considered as a major 
medium with a power of repeti- 
tion greatly in excess of any 
other.” 

%* See Stop Press on back cover 


The value 
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of repetition 


@ Continued from page 509 


Hallas on 
‘the basic 
truths’ 


“The continued success of an 
advertised product is always in 
association with its quality. <A 
product, no matter how widely 
advertised, could not continue to 
enjoy popularity year after year 
unless the public were satisfied 
with it, and unless they were satis- 
fied that they were still getting 
value for their money.” 

He claimed that with these 
basic truths it was possible to re- 
fute all criticisms of the part 
played by advertising in the distri- 
bulive system—-except perhaps 
that of some waste. And media 
research, while not being a cure 
in itself, could probably go quite 
a distance In minimising this. 

Mr. Hallas had previously re- 
ferred to the fight put up by the 
Outdoor Advertising Industry Ad- 
visory Committee in combating 
the widespread prejudice against 
advertising as a whole. 

It was regrettable, but he was 
assured true, that even among 


The conference sent greetings 
to the Queen. The message read: 
“The president and members of 
the British Poster Advertising 
Association in conference at 
Torquay tender their humble 
duty and loyal greetings to H.M. 
the Queen and pray that her 
reign be long and prosperous.” 


poster men there were still those 
who shared the doubts about ad- 
vertising’s real functions and who 
were ashamed of being billposters. 
Was it this lack of confidence in 
the future of advertising and, 
therefore, in billposting which ac- 
counted for those who give in- 
fgrior service and whose hoard- 
ings needed re-designing and 
re-constructing? 

“It surely will not have escaped 
your notice that the antagonists 
of advertising do not choose their 
examples from amongst the well- 
designed, well-placed and well- 
serviced sites,” he pointed out. 

Answering a question about 
elaborate poster sites Mr. Hallas 
said: “We do not want to adver- 
tise anything except our own pro- 
duct. If people are distracted, 
whether by gardens or flim-flam, 
we are not interested.” 

Asked if he felt that the out- 
door advertising industry as a 
whole had been inclined to re- 
gard itself too much as a separate 
entity he said he thought that 
the industry had been inclined to 
go alone too jong. 

Questioned on agency com- 
mission rates Mr. Hallas said: “It 
is impossible to function on 10 
per cent and give service pro- 
perly. It should be possible to 
allow 15 per cent without in- 
creasing your charges.” 

%* See ‘“‘Comment”’ page 522 
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@POSTER CONFERENCE 


The victorious British Poster Advertising Association cricket team with their 


opponents, the Torquay 


Corporation 


J. Mills (captain), J. A. Richards, B. Sheldon, J. 


team. B.P.A.A. team comprised: 


Andrews, L. Stam, H. H. 


Mallatrau, H. Wass, H. Leary, N. H. Gardner, C. Edwards, S. Anderson. 


‘Advertising must speed 
productivity and sales’ 


In spite of the lip service paid 
to productivity, when it came to 
the vital problem of selling our 
products, strange views were 
heard on the need for advertising, 
its ethics and its economic justi- 
fication, W. E. Phillips, assistant 
managing director, Arthur 
Guinness Son & Co., Ltd., pointed 
out yesterday (Wednesday) at the 
annual dinner, at which he was 
principal speaker. 

“If we are to progress, we must 
continually strive to be at least 
one jump ahead of our competi- 
tors,” he said. “And the art of 
advertising must be allowed to 
play its fullest part in that pro- 
cess of acceleration.” 

As to ethics, it was well to re- 
member that the claims of adver- 
tisements were subjected to a 
severe code of ethics and a self- 
imposed censorship. “I have yet 
to hear of the Politicians’ Investi- 
gation Department —to which the 
Advertising Investigation Depart- 
ment would give a flying start!” 
he commented. 

A full report of Mr. Phillips's 
address will appear in next week's 
issue. 


Election of 
officers 


Officers elected at the annual 
meeting were 

President: Ald. Sidney Brown 
of Leicester, director of Mills 
& Rockleys Ltd; deput y- 
president H. R. Barrett of 
Wolverhampton (Wolverhampton 
and District Billposting and 
Advertising Co., Ltd.) 

Council members: S. ¢ 
Allen (Liverpool). A. E. Aylward 
(Newcastle -on- Tyne), J M 
Beable (London), Ald. J. Bleak- 
ley (Manchester), Ald. F. C. 


Burton (Rochester), V. B. H. 
Edwards (Brighton), R. Bruce 
Farquhar (Aberdeen), G. T 
Mills (Coventry), J. W. Mills 


(Coventry), E. C. Lewis (Ponty- 
pridd), N. H. Gardner (London), 
and B. Sheldon (Leeds). 


Golf results 


In dazzling sunshine on Mon- 
day members limbered up for 
their conference with golf, a coach 
outing and a cricket victory over 
the Torquay Corporation cricket 
team. 

Results of the golf competition 
were : 

Mills & Rockleys cup (18 
holes meda! play): 1, H. M. 
Robinson (85—15=70); 2, K. 
Edwards (93— 20=73): 3 om 
Ball (84 — 10= 74); 4, W. Gladden 


(91- 17=74), 5, S. Brown (85— 
10=75); G. C, Burton (79—4= 
75), H. Wass (81—6=75), G. 


Brewer (97—22=75). 
were 34 players 
! eicester cup (18 holes, two ball 
foursome): 1, Graham Roe and 
J. Fulton Brown (three down); 2, 
E. Sykes and H. M. Robinson 
(six down); 3, S. Anderson and 
. Elder, vice-president of the 
Outdoor Advertising Association 
of Australia (six down). There 
were 32 players. The tie for 
second place was decided on the 
best score for the last nine holes 
The Association’s cricket team 
maintained its undefeated record 
by scoring 98 for 3 against Tor- 
quay’s 85 for 5 declared. John 
Mills captained the Association 
team for whom H,. Leary scored 
46 and H. Wass 29. 


There 


Mayor’s welcome 
Torquay regards conferences 
as its main form of publicity said 
the Mayor, Ald. Philip Read, in 
welcoming the delegates before 
the annua! meeting. He hoped 
that the impression they would 
take away would provide a valu- 
able advertisement for the resort. 
The retiring president, A. E. 
Ayiward, congratulated the 
Mayor on the excellent pre- 
conference arrangements. 
During the annual meeting Ald. 
S. Brown (Mills & Rocklevs 
Leicester) was installed as the 
new president 
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Bill to beat dual control 
is studied in Commons 


The Manchester Corporation 
(Advertisements) Bill, spon- 
sored by the outdoor advertis- 
ing associations whose mem- 
bers display advertisements in 
Manchester, entered its last and 
most critical stage yesterday 
(Wednesday), when arguments 
were begun before a Select 
Committee of the House of 
Commons. 

The Bill has already had a suc- 
cessful passage through the 
House of Lords and a second 
reading in the House of Com- 
mons. If it gains a favourable 
verdict from the Commons’ 
Select Committee, i¢ will still 
have to secure a third reading 
in the House, but having sur- 
vived investigations by Select 
Committees of both the House 
of Lords and the House of 
Commons, the (third reading 
may well be a formality, 

The House of Commons Select 
Committee consists of S. Storey 
(the chairman of Portsmouth 
and Sunderland Newspapers 
Ltd), J. B. Godber, J. R. 


Mitchison, and R. MM. 
Stewart. In the event of an 
equal division of opinion, Mr. 
Storey, as chairman, will have 
the casting vote. 

The Bill seeks to deprive the 
Manchester Corporation of 
certain of its powers, under 
local Acts, which affect adver- 
tisements projecting over the 
public highway, on the ground 
that the Corporation has ample 
powers to deal with such mat- 
ters under the Town and 
Country Planning Act, 1947, 
and the Control of Advertise- 
ments Regulations, 1948. I¢ has 
been the subject of a further 
petition by the Manchester 
Corporation. 

The Corporation argues that local 
enactments in force in the city 
should not be repealed or 
modified except after a review 
by the Minister and by Pariia- 
ment of corresponding local 
enactments in force elsewhere. 

The hearing continued to-day 
(Thursday) and is expected to 
last until the middle of next 
week. 


ONE SIGN GIVES THREE MESSAGES 


It took a week to take this 
photograph, Dominant Sites Ltd., 
who own this Oxford Street site 
say that traffic conditions were so 
heavy last week, and crowds so 
dense, that it was not unti] Sun- 
day morning that the photo- 
grapher was able to get a 
reasonably close shot of this new 
display for Daz 

Instead of the normal flat ad- 
vertising display, the sign has 
vertical triangular slats, each 
facet separately painted so that 
they bear three distinct messages 
They turn, and the public are 
presented with first one message, 


then another, and then a third 
At one end of the display a giant 
packet of “Daz” is shown with 
the blue powder swirling around 
inside 

Flowers have been set beneath 
the sign, and at night it is 
illuminated. 

The display was designed and 
produced by Dominant Sites Ltd., 
under the direction of L. A. Millo 
and G. E. Webb. The agents are 
Lambe & Robinson Ltd. and 
Display & Engineering Services 
Ltd., Berkeley Electrical Engin- 
eering Co., Ltd, and Fisher 
Bros. co-operated in the venture. 


cares Torquay postscript on TY 


“How will sponsored TV effect 
the outdoor advertising industry?” 
C. L. Hallas was asked at Torquay. 
He said that in the initial stages 
commercial TV would provide a 
new avenue for advertising ex- 


penditure and those who were 
dissatisfied with what they had 
been doing would = probably 


switch some money to the new 
others, more cautious, 


medium 


would use new money 

Taking sponsored radio as a 
parallel the amount of money 
being spent on other media was 
now higher than when sponsored 
radio was introduced. That was 
because the new medium had 
helped to raise the standard of 
living and therefore people could 
spent more money. Ultimately 
he thought sponsored TV would 
have the same effect, 
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Club News 


London 
Harold Butler 
is chairman 


W. Harold Butler, present vice 
chairman, was elected chairman of 
the Publicity Club of London on 
Monday. He will take office on July 
1. Mr. Butler is technical produc 
tion manager, Saward Baker & Co 
Ltd. 

Main 


centred 


interest of — the 
in the 


mecting 
contest for the vice- 
chairmanship 
as normally 

the vice-chair 

man succeed 

to the char 
without ' 
ther 

contest 

Miss Sylvia 
Weinberg 
director 
Artrstrong 
Warden Ltd 

was elected 

after a ballot 

the only other 
candidate be 

W. Harold Butler e Alan 

Betts, manag 
ing director, Alan Betts Lid 

Miss Weinberg, who first 
the Club in 1937, has been chai 
man of the house and social com 
mittees of the Club 

Nine vacancies on the Club Coun 
cil were filled by election of Miss 
Sally Ayles, Alan H. Edney, R 
Trevor Harris, J. Hunter Fairley, 
Reg Levi, Horace R. Martin, Martin 
Pick, C. D. Rant and Andrew 
Reyersbach. Of these, Miss Ayles, 
Mr. Pick and Mr, Rant were retir 
ing councillors seeking re-election 

F. Murray Milne, chairman, 1951 
52, was elected a vice-chairman 

Ivan Luckin, retiring chairman, 
who presided, was thanked for his 
services by W. Harold Butler and 
John Hewson. 

The Club is organising a “Little 
Journey” to Leicester on June 27 
when the Club team is competing in 
the final of the National Publi 
Speaking Contest. 


Birmingham 
Associates Circle 


The former hon. secretary, Miss 
J. B. Whittaker, of the Associates’ 
Circle of Birmingham Publicity As 
sociation, has been elected chairman 
in succession to T. R. Gough. The 
new hon. secretary is Miss P. M 
Mitchell, 

New commitice Mrs. R. I 
Towlson, J. A. Black, D.C, Caunter, 
IT. R. Gough, R. P. Kennard, J. J 
Stamps. 


( Jaford 


. 
Display contest 

One of the highlights of Corona- 
tion Week in the City of Oxford 
was the Coronation window display 
competution under the auspices of 
the Advertising Club of Oxford 

The club's ope sub-committee 
(chairman, < Stephenson 
vice president, Ewart c. Launch 
bury and D. O. Purves), was te 
sponsible for the general organisa 
tion of the competition and the 
judging of the windows was carried 
out by Allan Baird, managing 
director, Decor Contemporary Art 
& Design Ltd, 


yomned 


Members of East Anglian Publicity Club found plenty to amuse them 
when their feilow member S. H. Hammond, at the annual supper, showed 
a few of the tricks which qualify him for membership of the Magic Circle. 


Civic leaders attend Hull Club’s 
Coronation dinner and ball 


One of the most brilliant func the administrators and the people 
tions ever arranged by Hull Pubh- of this city rise to the great produc- 
city Club took place at the New uve efforts that are so essential to 
York Hotel, Hull, when the Club — the maintenance and improvement of 
received the new civic heads for our communities’ prosperity.” 
their Coronation dinner and ball. Replying, the Lord Mayor (Cr. A 
It is now a tradition that the Pub Richardson) gave his assurance that 
licity Club should be first to enter his Corporation would do their very 
tain the Lord Mayor, the Lady best to assist the Publicity Club of 
Mayoress, the Sheriff and his Lady Hull to advertise the name of the 
immediately after they take office. City and County Borough of King- 

A fanfare from the trumpeters and ston upon Hull, 
drummers of the 6th Boys Training Cr. L. Rosen proposed the 
Regiment, Royal Signals, greeted the to the Sheriff (Cr. B. Svenson) 
civic party. For the loyal toast the The club’s chairman, P. J. Fb. 
lights were dimmed as a single spot- Brown, proposed the toast to the 
light lit up a large photograph of thc ladies 
Queen in the centre of the room: A presentation 
the trumpeters sounded the Royal — president to T. W 
Salute, and then the band broke into recently retired 
the national anthem. treasurer to the 

Every lady was given a Corona- — service. Mr 
tion souvenir brooch, featuring the — watch. 
head of the Queen 

Welcoming the 
president, G. 


toast 


was mad 
Hazell 


by the 
who has 
from the office of 
club after 15 years’ 
Hazell was given a gold 


civic Leicester 
oo 


Harriott, 


party, the 
said: “Ad 
vertising has become a great indus 
try, giving employment to thousands 


. 
New officers 
Officials elected at the 
of workers. It has become so closely meeting of the Publicity 
woven with the production, distribu Leicester were: president, 
tion and consumption of goods that Cave; chairmaa, A. H. Franklin: 
it affects almost every business man vice-chairman, A. H. Bingham; hon. 
and every consumer. But we must secretary, R. S. Jenner; hon, trea- 
never be its slaves, for either politi surer, W. L. Whitchurch; assistant 
cal or commercial ends, or in. th hon. secretary, H. Howard. 
name of progress. Sixty members and their friends 
“It is only by the personal lead of took part in a successful car rally 
the custodians of our civic con recently organised by A. J. Knight. 
sciousness, that the business men, The winner was A. H. Franklin. 


annual 
Club of 
Harold 


J. W. Burgess took this photograph at the recent Poppinjays golf meeting. 
Back row, l. to r.: Reg. Richardson, N. Young, A. Bentley, E. W. Sellar. 

14. Solomon, “Doc” Wright, T. Raiment, F. Gould, R. Nash, J. Sime, J. 
Everett, F. Gough, H. Dawson-Salmon, J. W. Hibbitt, J. W. E. Blanch. 
D. Bentley, R. Morrison, W. Gale, G. Edwards, J. Owen, A. Webber, B. 
Muicahy, Ronald Jones. Front row: E. G. Steel (just in picture), T. 
Rushton, L. Barlow-Lawson, P. Edwardes Tony” Harris (holding the 
Poppiniay — presented by Alfred Cope), Tony Solomon, G, Nightingale, 

. Mitchell (See Mainly Personal, page $58.) 
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Coventry 
Progress reviewed 


Continued progress during the 
past year was reported at the 
annual meeting of the Coventry 
Publicity Association. Notable 
amongst the past year’s achieve- 
ments was the acceptance by the 
Coventry Chamber of Commerce of 
the suggestion that an advertising 
vigilance committee should be set 
up, and this was now in operation. 

An educational scheme, the first 
ever organised in the district, had 
been received enthusiastically by a 
number of local industrial concerns. 
Considerable debate was aroused 
concerning proposed amendments to 
membership rules resulting in a new 
class of membership being con- 
ceived for members unable to take 
a) active part in the Association's 
activities, 

In succession to the retiring presi- 
dent (George Mills), Lt.-Col. G. J. 
Long was elected president. John 
bE. Winford continues for a further 
year in office as chairman, P. W. 
Thompson becoming vice-chairman. 
Other officers appointed were: trea- 
surer, A. M. Butler; secretary, F. 
Andrews; P.R.O., Roy Gunn; 
chairman of committees, Selwyn 
Sharp (programme), L. Skingley 
(education), Gordon Reaves 
(membership). 


Bournemouth 


J. E. Beale is 


. 
president 
Officers and executive committee 
elected at the annual meeting of the 
Publicity Club of Bournemouth 
were: president, J. Elmes Beale; 
vice-president, W. Howlett; chair- 
man, F. E. Courtney;  vice-chair- 
man, M. L. Wilson; hon. treasurer, 
S. Carey: press officer, 
Milham; hon. secretary, L. 
commitice, W. Birtwistle, 
Cooke, W. Chitty, J. M. 
Cr. W. Sherrin, S. A. 
Wales. 


I Iphick, 
Tilley, G. 
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ADVERTISING 
DIARY 


Friday, June 12, 
LiveRPOOL AND 
LICITY ASSOCIATION 
wick on™ 
men.” 


District Pun- 

John Rovss- 
Training young advertising 
Reece's Restauramt. 12.45 


p.m 
Thursday, June 18. 
TRIANGULAR = GoLr TOURNAMENT 

(Aldwych, Fleet Street Column and 
Press Clubs), St. George's Hill 
Ge. 

Pusticiry CLUB OF NEWCASTLE 
Binns on “Colour Photo- 
graphy.” Crown Hotel, | p.m 

ADVERTISEMENT CONTRACTORS’ 
ASSOCIATION annual mecting. Wal- 

Hotel, 2.45 pm 


; 


PUBLICITY “LU or 
Public > Section 
dinner. Rooms. 
p.m. 


CHANGES OF ADDRESS 
The London office of the Irish 
Press has moved to 149 Fleet Street, 
E.C.4. New telephone numbers are 
Advertisement department Central 
1737: London editor Central 4539. 
Other changes of address are : 
Arks Publicity Ltd. to 34. John Street, 
Bedford Row, London, W.C.1 
Editorial ES Services 
(Osborne-Peacock Co., Ltd J to 26a Albe- 
marie Street, London, W 
Anthony B'ond + phate og to 161 
New Bond Street, London, W. 
Townend Smith & Hardy 1d. to S 
House, 15 Hanover Square 


Led., to 

Brompton Road, London, S.W.3 
‘artmers Ltd., to 4. Holborn 
High Holborn, WC 


LONDON 
annual 


Connaught 6.30 
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‘Propaganda should advance the ideal of 
world friendship’ 


AUSTRALIAN PREMIER AT ADVERTISING 
ASSOCIATION CORONATION LUNCHEON 

“It is not enough to be expert in the arts of propaganda. 
It is immeasurably more important to be expert in the things 
of which we desire to persuade people — the things that 


lead to peace and understanding 
things that lead to bitterness and division.’ 


and to despise those 
* In these words 


the Rt. Hon. R. G. Menzies, Prime Minister of Australia, 
summed up his address at the Advertising Association 
Coronation luncheon on Tuesday, when the attendance of 
nearly 470 is believed to be a record. 


He began by saying that he 
was embarking on “a sort of 
experiment in courage.” 

“As a chronic victim of propa- 
ganda, I stand here like Daniel 
in the lion’s den,” he added 

There were in his audience 
politicians, newspaper men, ad- 
vertising men, All were experts 
in propaganda 

In Australia they had had a 
few experiments in various means 
of reaching the public. They had 


= 


The Rt. Hon. R. G. Menzies ad- 
dressing the luncheon. 


broadcast parliamentary proceed- 
ings, but whether this was propa- 
ganda or not he had never been 
uble to make out. It certainly 
introduced a note of whimsey into 
the proceedings 

[hey had two different systems 
of broadcasting side by side, a 
commercial system carrying ad- 
vertisements and giving listeners 
the benefits of entertainment, and 
a national service attending to 
intellectual needs the needs of 
people like himself! 

4t that very moment they were 
engaged in the hearings of a 
Royal Commission on television, 
out of which there were even 
hopes that there would emerge a 
svstem both elevating and enter- 
taining, caterine for the needs of 
parents in a way that would not 
interfere with the education of 
their children. 

There was a risk of propa- 
ganda becoming tremendously 
dangerous because it could be so 
very lopsided. It was so much 
easier to stir up hostile feelings 
than friendly ones, to foster in- 
ternational divisions and heart- 
aches than to further mutual! 
human understanding 

“I would like to think,” he 
continued, “that in the second 


half of this century the 
remarkable talents of our ex- 
pert propagandists will be used 
to advance the cause of under- 
standing and not of hostility, 
of friendliness and not of 
hatred.” 

Introducing Mr, Menzies as 
“one of the most outstanding of 
our Empire statesmen,” E. J. 
Robertson, president of the Ad- 
vertising Association, said that 
never before had they had so 
many distinguished guests from 


all parts of the Empire and 
Commonwealth, 
Among those he welcomed 


were the Rt. Hon. Walter Nash, 
leader of the Opposition in New 
Zealand, the Hon. Ross Mac- 
donald, Speaker of the Canadian 
House of Commons, Sir Thomas 
White, High Commissioner for 
Australia, Sir Frederick W. 
Doidge, High Commissioner for 
New Zealand, Senator the Hon. 
Neil O'Sullivan, Australian 
Minister of Trade and Customs, 
Michael Blundell, chairman of 
the Kenya Legislative Assembly 
(a guest of A. Everett Jones), 
A. H. Greenham, Acting Agent 
General, South Australia, the 
Hon. James A. Dimmit, Agent 


General, West Australia, the 
Hon. Major E. E. von Bibra, 
Agent General, Tasmania, the 
Hon. J. M. Tully, Agent General. 


New South Wales, and Ellery E. 
Mann. a founder member of the 
Advertising Club of New York 

Norman Moore, hon. treasurer 
of the Advertising Association, 
thanked Mr, Menzies 


NEW WEEKLY IS 
LAUNCHED 


A new local weekly newspaper 
has been launched by Portsmouth 
& Sunderland Newspapers Ltd. 
the Stockton Express. \t is a 12- 
page folio sized journal selling at 
twopence, 

The Group has previously 
covered this area with the 
Billingham Press, the name of 
which has now been changed to 
the Billingham Express. There is 
a combined advertisement rate. 

The first issue of the Stockton 
Express, published last Friday, 
was well supported by advertisers. 
The front page was occupied with 
photographs of the local Coro- 
nation celebrations. 


CORONATION 
COLUMN 


: Oe 0 
a * 


We 


Now touring London is this crown 
made entirely from tins of Smedley 
products. Designed by the chief 
engineer at Smedley's Wishech fac- 
tory it was originally entered as a 
tableau in the Coronation proces- 
sion at Wisbech. It won first prize. 


This Coronation display appeared 

in the window of Smee's Advertising 

Ltd. offices in Duke Street, Man- 
chester Square, London. 


W. & A. Gilbey Ltd. are distribut- 
ing these table lamps as Coronation 
souvenirs. The lampshade, featuring 


some 28 slogans, revolves, pro- 
pelled by the waste heat of the 
electric light bulb. The layout 
of the shade and the entire 
pack was designed by W. M. de 
Majo and the accessories were sup- 
plied by G. & LF. K. Fejer. 


Press sponsors 


In Birmingham's Town Hall and 
the neighbouring Midland Institute, 


more than 6.000 people, accom- 
modated at three separate sessions, 
saw the Coronation ceremonies and 
processions on large-scale television, 


sponsored by the Birmingham Post 
& Mail Ltd 


‘No’ to sponsored 


television 

A project, initiated by the 
Irish Television . for 
the establishment of a pilot 
television transmitter in 
Ireland, with advertisers pro- 
viding the necessary funds for 
its operation, has been re- 
jected by the Irish Govern- 


ment. 

It is believed that, later in 
the year, the Government will 
give serious consideration to 
the problem of whether or not 
its television service should 
carry sponsored programmes. 
At that time it will have 
before it a report from one of 
Radio Eireann’s senior execu- 
tives, Francis MacManus, who 
is now on a study tour of 
American radio and television 
stations. 


TV ads. and th 


Coronation 


With the report of the Govern- 
ment's Television Advisory Com- 
mittee imminent critics of 
sponsored television are amassing 
evidence of the way in which 
advertising was interspersed in 
some sound and television broad- 
casts of the Coronation in 
America. 

“Such things needn't happen 
here,” states an editorial in the 
Daily Mirror. 

“The British public would never 
put up with American TV 
crudity. Nor would this news- 
paper.” 


HOOVER CONTEST 


Owen Owen Ltd., of Liverpool, 
have been awarded 100 guineas 
and the national challenge cup 
for the best display in the Hoover 
Ltd. Coronation Window Display 
Contest for dealers 

Judges included James 
Gardiner, the designer, A, J. 
Symes, editor, Display, Design 
and Presentation, L. N. Thom- 
son, director, Erwin Wasey & 
Co., Ltd, and, representing 
Hoover Ltd, S. Roberts, home 
sales manager, A, W. Bunn, sales 
promotion manager, H.  K. 
Squires, home advertising man- 
ager, and H. D. Walsh, display 
and exhibition manager. 

Prize money totalling over 
£650 was offered. Other national 
prize winners were: 

Electricity Boards; 1, Mersey- 
side and North Wales, Prescot, 
Lancs; 2, South Wales, Rumney, 
Cardiff, 3, Merseyside and North 
Wales, Whitechapel, Liverpoo! 

Departmental stores and home 
furnishers: 1, Owen Owen Ltd. 
2, Pim Bros. Ltd., Dublin; 3, 
R. W. Weekes, Tunbridge Wells. 

Electrical contractors and iron- 
mongers: 1, Willmott’s Store Ltd., 
Norwich; 2, Dean Noble Ltd, 
Hyde, Cheshire; 3, J. Holdron, 
Ashby-de-la-Zouch, 
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ADVERTISER'S 


J. Bowes Morrell 


W. R. Derwent 


J. G. P. Hunt 


J. B. Morrell, W. R. Derwent 


e e | a h 
are retiring this mont 
J. Bowes Morrell, chairman, and W. Raymond Derwent, 
managing director, Westminster Press Provincial Newspapers 
Ltd., are retiring from their respective positions on June 30. 


Mr. 


Derwent succeeded 


the late 


Sir Charles Starmer as 


managing director exactly twenty years ago and had with him, 
for some years, the late Sir William Bailey as joint managing 


director. Mr. 


Morrell was elected 


chairman some three 


months later on the death of the second Viscount Cowdray. 
(See Mainly Personal, page 558) 


40 years with 
Samson Clark 


An active association of more than 
40 years with one firm comes to an 
end with the retirement of John 
G P. Hunt from the board of 
Samson Clark & Co., Lid. 9 Mr. 
Hunt joined the agency in 1910 when 
it occupied small premises in Great 
Portland Street. 

The limited company was formed 
in 1912 and Mr. Hunt was appointed 
director in 1922, He has seen the 
agency's steady expansion including 
the move to the present building in 
Mortimer Street, its later extension, 
the inauguration of the Bay Tree 
Press at Stevenage and the recent 
opening of the new city office. 

bor many years Mr. Hunt looked 
after the interests of a wide varicty 
of clients but more recently he has 
been concerned with general admin- 
istration, 

* * 

Geoffrey Mumford has joined the 
board of Napper, Stinton, Woolley 
Lid. as art director from Gordon & 
Gotch Lid., where he was a senior 
executive. He was formerly a group 
art chief at Mather & Crowther Ltd. 
and a visualiser with the J. Walter 
Thompson Co, 

Another former J.W.T. man to 
join Napper, Stinton, Woolley Ltd. 
is Robert Main, who has been ap- 
pointed general manager. He was 
a founder member of Graham & 
Gillies Ltd. and after war service 
joined Robert Freeman & Co., Ltd., 
as production manager. 

Kenneth Blakesley, who joined 
Napper, Stinton, Woolley Ltd. in 
1950, becomes copy director. He 
served his apprenticeship in adver- 
tising with Alfred Pemberton Ltd. 
In 1946 he joined Ben Wilkinson 
Lid, as a copy chief, and remained 


with them after the amalgamation 
with MecCann-Erickson Ltd. 

John M. Hooper, who joined the 
agency in 1949 from James M. 
Greenwood Ltd., becomes a senior 
executive, 

* * 

Chairman of the board of direc- 
tors of the Reporter Ltd., Dews- 
bury (publishers of the Dewsbury 
Reporter series), Ronald Fitz-John 
Walker, was knighted in the Coro- 
nation honours list. 

* * * 

Arthur J. Heighway, former man- 
aging director and editor of World's 
Press News, has acquired the good- 
will of Fishing News from. the 
Receiver of Simon Fine Technical 
Publications Ltd. 

Fishing News was founded in 1913 
by Aberdeen Journals Ltd.. and is 
the doyen of fishing trade journals 
in the wholesale field. A company 
is being formed to operate this and 
its allied publication British Fisheries 
Manual and Directory. Negotiations 
are in progress for the acquisition 
of other publications. 


George Burnside has 
left Erwin Wasey & Co. 


Erwin Wasey & Company Ltd. 
announces that George Burnside has 
ceased to be managing director and 
is no longer connected with the com- 
pany. Howard D. Williams, presi- 
dent of Erwin Wasey & Company, 
New York, takes over as acting 
managing director until a successor 
is chosen. Mr. Burnside has been 
with Erwin Wasey’s since 1935, and 
became managing director in Sep- 
tember 1946, It is understood that 
his departure was on an amicable 
basis. He told) ADVERTISER'S 
Week y that he had no statement to 
make at present. Mr. Burnside is 
now on holiday. 


C. W. Hayes 


Eric Schofield receives a photographic cut-out of his presentation refrigerator 
from A. ML. Burnett-Stuart. 


Presentation to Eric Schofield 


The reception suite at Kemsley 
House, Manchester, was packed with 
representatives of every department 
when a presentation was made to 
Eric Schofield, former director and 
gencral manager for Kemsleys in 
Manchester. 

A. M. Burnett-Stuart, director of 
Kemsley House, Manchester, des- 
cribed the high regard in which "4r 
Schofield was held and would con- 
tinue to be held by everybody. The 
response to the presentation had 
been magnificent and a striking tr- 
bute to the affection and esteem 
in which Mr. Schofield was held. 

Mr. Schoficld then received his 
selected gift of a large sized Frigi- 
daire cabinet, and an antique mode! 
electric clock. A surprise presenta- 
tion was the personal gift to Mrs 
Schofield of a Coronation motif 
bracelet. 


C. W. Hayes, principal of the 
press and public relations division 
of Odhams Press, has left to become 
head of public relations with 
Raphacl Tuck & Sons Lid. 

(See Mainly Personal, page 558) 

* * * 

Lewis Foster, of Harris & Sheldon 
Ltd., has been in Bordeaux for the 
opening of the International Fair 
He was supervising installation of 
the exhibits there, for which Harris 
& Sheldon Ltd. are contractors. 

* * * 

Jeffrey L. Kalp, account executive 
at G. S. Gerrard Ltd., is leaving for 
America on Monday. He will com- 
bine a holiday with a study of ad- 
vertising developments in the United 
States. 


* * * 
George Sutcliffe has joined the 
Salford Reporter group as advertis- 
ment representative. Prior to this, he 


Mr. Schofield said he had made 
innumerable speeches in the recep- 
tion suite at Kemsley House and his 
presentation speech would be crisp 
and short in keeping with its fore- 
runners. He was conscious of the 
very warm regard that he enjoyed 
from his late staff and employees. 

Recalling his 42 years at Kemsley 
House and his 39 years of happily 
married life, Mr. Schofield, with 
typical wit added “When I had a 
house we always wanted a “fridge 
and what happens? As soon as I sell 
my house, I get one!” 

Other speakers were J. W. Robert- 
son, editor, Sunday Chronicle; 
Percy South, chief circulation man- 
ager; D. W. Leahy, general works 
manager; ©O. Dearden, publicity 
manager; T. G. N. Pearce, chicf 
advertisement manager; H. Davies, 
circulation department. 


was engaged in a similar capacity, 
with the Daily Dispatch and for two 
years with the Buxton Herald. 

* * * 

A. G. Jeans, assistant managing 
director of the Liverpool Post and 
Echo, was clected chairman of the 
board and of the Association at the 
annual meeting of the directors of 
the Press Association yesterday 
(Wednesday). Laurence P. Scott 
(Manchester Guardian), the retiring 
chairman, was made vice-chairman. 

The finance committee was elected 
as: Harry Lindley (Huddersfield 
Examiner), chairman: John Thom- 
son (Staffordshire Sentinel): and 
Colin N. Mackinnon. 

The Marquess of Salisbury. Lord 
President of the Council and Leader 
of the House of Lords, was the 
principal guest at luncheon. 


@ More News About People 
on page 564 
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ADVERTISER'S WEEKLY 


Every week, the Sunday Pictorial, 

with an average net sale of 5,128,887, is 
delivered into more than one out of three of 
the homes of Great Britain. It is read 

by every adult member of the family during 
Sunday's hours of leisure. It is read at 
breakfast, during the morning, after lunch 
and in the evening. Advertisements are seen 
again and again on the best advertising 

day of the week. 

reads th e Space in the Sunday Pictorial is remarkably 
economical. Compared with 1939, its 


s un d a y Pr j Cc t ori a | square inch per thousand space rate has 


increased much less than that of 


ever y wee k any other Sunday newspaper. 
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Women know what they want before they enter 
a shop. The Amalgamated Press Group of 8 
Women’s Monthlies is the most effective means 
of influencing their choice because these mag- 
azines are read in the home where shopping 
decisions are made. 

Every page is devoted to the interests of the 
nation’s shoppers. Maximum response is certain 
because there is no waste circulation. 

This nation-wide advertising network concen- 
trates its powerful impact upon over 2} million 


~~ 
— 


women every month and all through the month. 
It’s their money and their decisions which fill 
the shopping baskets with branded goods. 

To ensure the success of your Autumn 
campaign, the inclusion of the complete A.P. 
Group of 8 Women’s Monthlies is a_ press 
schedule priority. No advertiser of branded 
goods bought by women can afford to ignore 
media so direct in their appeal, so economic in 
cost, and so productive of results. 


For specimen copies or any further information about this Group apply to:— 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, FARRINGDON STREET, LONDON, E.C. 
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ADVERTISER'S WEEKLY 


THIS 
NEWSPAPER 


REACHES 
Ww 


THEM 
AT HOME... } 


No matter how clever a manufacturer may 
te in divplaying OF preventing his wares the 
shops, keen competition makes it o “ cuteh ay 


cateh-can ” policy 


Advertners who use this newspaper have 
the bewt chance of influencing our readers to aft 
for thelr goods 


LOCAL ADVERTISING 


1s LOCAL NEWS 


a 


Target—national advertisers 


PRINTING ON 
METAL CANS 


A new American technique for 
printing pictures and _ lettering 
Straight on to metal cans and 
drums will be developed at a 
Bristol factory. 

Instead of the printing being 
done by stencil or silk-screen pro- 
cess after the containers have 
been made, in the new process 
a lacquer coating is rolled on to 
the flat sheet metal, oven-dried, 
and overprinted with the adver- 
tising material before the drum 
or can is formed. The printing 
is applied by a lithographic pro 
cess, 

After printing, the sheets are 
rolled and welded in automatic 
sequence, the weld-area being 
painted over to blend with the 
rest of the drum. 

Much finer detail in both print 
and pictures is claimed for the 
new method 

Rheem, Lysaght Ltd. of 
Bristol, will exploit the new pro- 
cess in this country 


Oranges for essays 


A successful newspaper com 
Petition in association with the 
Coronation was that organised by 
the Manchester Evening News in 
conjunction with Outspan South 
African oranges. 

Readers are asked to write, in 
200 words, what was to happen 
“down our street” for the Coro 
nation. Prizes were crates of 
Outspan oranges for the street 
parties. Many thousands of entries 
were received. 

Idea for the competition, and 
the tie-up with Outspan, was ar- 
ranged by the public relations 
department of Mather & Crowther 
Ltd., agents for the South African 
Co-operative Citrus Exchange. 
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Newspaper Society is launching full scale 
campaign to ‘advertise advertising’ 


THREE 
STARTS IN 


PRONG PROMOTION 


DRIVE 


PROVINCIAL PRESS 


HAT is expected to develop into one of the biggest 
campaigns ever to advertise advertising is now breaking 


in the provincial press. 

The Newspaper Society—en- 
couraged by the success of a trial 
series Of advertisements last year 

has just circulated to its mem- 
bers, on broadsheet, a selection of 
advertisements designed to meet 
the needs of all the different 
types of newspapers in member- 
ship. This series was prepared 
under the direction of the 
Society's advertising committee, 
of which Malcolm Graham is 
chairman, by the London office of 
F. John Roe Ltd. They have 
been planned to enable the papers 
to direct their appeals separately 
to national advertisers, loca] ad- 
vertisers, and to the general pub- 
lic for small advertisements. 
Space has been left for each 
paper to insert its own title and 
sales message. Members will be 
urged to use them, not as occa- 
sional fillers, but as properly 
planned campaigns appearing 
regularly in good positions and in 
all editions. 

This will be the Newspaper 
Society's first full scale campaign 
of this character since the war. 
A new series will be issued in 
October. 

Stereos or matrices will be sent 
to members at cost price. 

The national advertising copy 
is designed to draw the interest 
of company chairmen and direc- 
tors, advertising and sales man- 
agers. 

The local advertising copy aims 


to bring more advertising from 
the papers’ own circulation area, 
and the classified copy to attract 
more “small-ads.” from your 
readers. 

National advertisers are to be 
told that local newspapers 
“radiate their sales message with 
precision intensity, economy,” 
and that local retailers “know 
that nothing builds up immediate 
demand more surely than local 
newspaper advertising.” 

Local advertisers wil! 
vised : 

“Whatever your line of busi- 
ness you are part of the com- 
munity. You are proud of your 
achievement—well, let the people 
know. Information spreads good- 
will and goodwill means good 
business to you and your town.” 


be ad- 


Promotion jingles 

In addition to advertisements 
designed to promote classified 
advertisements a number of 
“fillers” in the form of jingles are 
offered. Typical examples are: 

Mother had a bicycle 

But was too scared to ride 

She swapped it for an ironing 

board 

Through the “classified.” 

Jane was fond of music, 

She was her parents’ pride. 

So Dad bought her a baby 


grand 
Through the “classified.” 


Camrose warns: 


This warning is given by Vis- 
count Camrose in his statement 
as chairman circulated with the 
accounts of the Amalgamated 
Press: 

“The future is not going to 
be easy. Conditions in the pub- 
lishing world remain in many 
ways uncertain, The rise in 
costs will continue. 

“The fight for bigger and still 
bigger circulations will go on, 
and this keen and ever-increag- 
ing competition may force 
upon us a larger scale of ex- 
penditure on publicity and 
sales promotion.” 
Amalgamated Press _ has 

achieved a new high record in its 
advertisement revenue for the 
vear ended February 28, 1953, 
Lord Camrose reveals. 

On the other hand, more than 
90 per cent of the savings effected 


Fight for bigger 


circulations will continue 


through the decrease in paper 
prices have been absorbed in in- 
creased printing charges, due 
mainly to wage rises, and in rises 
in the costs for publicity, editorial 
material, engraving, and carriage. 

Lord Camrose points out that 
the new high record in advertis- 
ing was achieved despite the fact 
that national newspapers are now 
carrying more advertising as a 
result of the increase in the num- 
ber of their pages. 

“Advertisers and their agents 
continue to realise that our 
periodicals and magazines provide 
a highly profitable means of 
reaching the family purse,” says 
Lord Camrose. 

The influence of the good 
class magazine on the culture and 
standard of living of our country, 
and on its health, appearance 
and good taste, was, he said, an 
ever-growing one. 
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‘BUSINESSES LIKE THIS 
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BEGAN LIKE THIS 
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Do you know of any widely used consumer 
products that are not household names? How did 
they teach their position at the top? Did they 
suddenly capture the public imaginstion over 
night” NO. Almost without exception, large firms 
started as sroall businesses in towns such as tha 
They achieved success and a local reputation 
more oftes than nat with the aid of advertising 
When they grew, they spread and repeated the 
formula in other towns 

Success built steadily is » wolid and per 
manent success Local newspaper advertnung has 
helped build many a famous name and provided 
local goodwil! on a nations) scale 


LOCAL ADVERTISING IS LOCAL NEWS 


Target—local advertisers 


Plan to fight 


sponsored TV 


A National Television Council 
is being planned to fight spon- 
sored TV. 

The people behind it are: 
Lady Violet Bonham Carter, for- 
mer B.B.C. Governor; Tom 
O’Brien, chairman of the T.U.C., 
and general secretary of the 
National Association of Theatri- 
cal and Kine Employees; Lord 
Brand; Lord Halifax; and Lord 
Waverley. 

Lord Brand and Lord Waverley 
were both appointed to the B.B.C. 
General Advisory Council last 
year. 

The five believe that commer- 
cialisation of TV “is fraught with 
dangers to those spiritual and in- 
tellectual values which the B.B.C. 
have nobly striven to maintain.” 


Alfred Brockman, editor of 
“Blighty” (left), assists Kay Kendall, 
the actress, in the presentation of a 
cheque for £2,000 to Stanley A. 
Brown of Southampton who won 
the first prize in the recent “Blighty” 
Pin-Up competition. The presenta- 
tion was made at the Southampton 
Film Stars’ Ball and David Williams, 
group executive at Gordon & Gotch 
(Advertising) Ltd., who handled the 
publicity for the competition, 
assisted in the arrangements. 
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THE NEWS C€ 


RONICLE HOUSE 
HAS BEEN WON 


The winner will make his choice from scale 
models of the ten houses featured recently in 
the News Chronicle House Competition. 
These models will be exhibited at 


The Building Centre, 


Store Street, W.C.1 
(off Tottenham Court Road) 


The exhibition is open from 2.30 p.m. on 
June 15th and then daily from 9 a.m.— 
§.30 p.m. till June 27th. 


All advertisers will be welcome 
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519 ADVERTISER'S WEEKLY 


Altogether more than 


1,000,0 00 entries * 


(including over §00,000 in 


the final house competition) 


have been received in this great 


series of News Chronicle Home 


Planning Contests, 


* Entry fees in postage stamps amounted to 
£9,955 .12. 3 all of which is being spent on 
prizes including a house and site, models, 
exhibitions, professional fees, etc., connected 


with the contests. Publicity costs are separate. 
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Promoters of dud projects 
‘experts’ Whitworth warns 


ITFALLS which beset the unwary advertiser were mentioned 

by Alan Whitworth, director of the Incorporated Society of 
British Advertisers, at the first of a quarterly series of luncheons 
in Glasgow organised by the Scottish Section of the Society. 


P. GG. Walker, managing director, 
Reed Paper Group, chatting with 
novelist H. bk. Bates. 


. . 
Publicity for 
paper 
At a party to celebrate publi 
cation of Pastoral on Paper, by 
H. E. Bates, which records the 
history and work of Medway 
Corrugated Paper Co., P. G 
Walker, managing director, Reed 
Paper Group, said that organisa 
tion was a “great believer in the 
power and benetit of advertising.” 
They advertised regularly so cus 
tomers, present and potential, 
could be aware of their activities 

and products 

Aim of the book, he said, was 
to help increase the understanding 
between customers and suppliers 
and to help publicise a much 
under-publicised industry bor 
years paper trade had hidden its 
light under a bushel 

“How many people know that 
in Kent we are producing more 
paper than any country in- the 
world except Canada and 
U.S.A?" he asked “The fact 
that there is no scarcity of paper 
and paper products in the country 
now is largely due to the fore 
sight of people who were in 
charge of the industry during the 
years prior to the war.” 


Rathbone publicity 


Additional office space has been 
taken by Rathbone Publicity Ltd 
at 37 Percy Street, W.1, including a 
new reception office and board room 
together with studio space and the 
addition of two new offices at th 
Vereker House address 

The company specialises in tech 
nical advertising, all main appoint 
ments being held by men with prac 
tical engineering experience 


T. B LAWRENCE LTD. 


2 4 CLEMENTS INN, LONDON, W.C:2 


How 15 it that the sponsors 
of questionable projects continue 
to flourish and secure the sup 
port of advertisers of repute and 
experience?” he asked “Prob 
ably because they are experts at 
their job. The nublishers of the 
many different kinds of sponsored 
books for example, know exactly 
how to convey the impression that 
a manufacturer may be out of 
favour with the sponsor if he fails 
to take advertising space or, alter 
natively, that he will be missing 
an opportunity of which his com 
petitors almost certainly intend 
to take advantage. Unfortunately, 
the 1.S.B.A. seldom hears of new 
enterprises until] they are on the 
way and it is sometimes then too 
late to intervene effectively 

“Tr must always be remembered 
that publishers of this kind rarely 
do anything that is actually illegal 
and the only way in which to 
curb their activities is to refuse, 
on principle, 10 have anything fo 
do with them unless vou are satis 
fied that the medium can be used 
profitably and economically.” 

The following maxims were 
recommended by Mr. Whitworth 


Avoid at all costs two or three 
year contracts. Here the advertiser 
pays a large sum for an insertion 
in one publication, copies of 
which are doled out over a num 
ber of years 


Avoid publications produced 
ostensibly for charitable purposes 
unless you have proof that the 
advertising revenue goes to the 
charity 


wm Soe 


Three of the new series of stamps which have been introduced by W. P. 
Griftth & Sons Lid. to mark the Coronation and 


in good printing 


5?) 


Semprin, the famous pianist (bottom right) visited Gee Advertising's Leeds 
branch. With him (sitting) are Joe Wayne (director and Leeds manager) 
and his wife Vivienne, Neil Hartley (of Leeds branch) and George Genge 
(bow te), copy chief. Semprini had just presented a cheque for £100 to 
Mrs. W. Clapshaw, second prize winner in Bluebird Stockings’ latest contest. 


Gramophone records will show 
how printers can miss sales 
: Gramophone — recordings — of 
BOUQUET 


interviews that show how printers 
The Outdoor Advertising 


or their salesmen can fail to get 
Industry Advisory Committee orders will be used by speakers 


is commended in the annual of the British Federation of 
report of the Council for the Master Printers in advocating 
Preservation of Rural England the Federation's correspondence 
for its attitude in settling course in print salesmanship, 
amicably disputes over out- which starts in October. 

door advertisements. The speakers—members who 


Ihe report adds: “That will address meetings of the 
there is some scope for im- Federation’s various “Alliances” 
proving, and especially for will be provided with the 
simplifying, the existing regu- records; a script, to which they 
lations appears to be generally are not required to adhere too 
agreed, but many of the early closely; and hints about the tech- 
difficulties seem to have been nique of delivering the address. 
largely resolved as advertisers Ade nal f the speech 
and local authorities have pagporenenteccne™ ee = ps eae , 
become more familiar with h?3 With) sramophone record 
relevant procedures and with examples, was given by John 
each other's problems.” Cheney, chairman of the 
iedbanbbedhepbhwenenesabencnes B.F.M.P.’s salesmanship commit- 

tee, at the Federation’s head- 
quarters last Friday. 
The speech stresses the neces- 
sity for a definite sales policy and 
; for training and backing the sales- 


4, a ney ets men. Recorded “interviews,” per 
AMSA ae Bw formed by professional actors, 
K 2 ve show with embarrassing frankness 
SS 4 how orders are lost through a 
PAL variety of means —-such as unin- 

tC om : telligible estimates, unprepared 
i or tactless salesmen. or inade- 


quate samples 


It is expected that the majority 
of the speeches will be delivered 
during September 
bh As part of the course, six hand- 
books will be issued, and it is 
proposed to form discussion 
groups, hold examinations twice 
yearly, and issue certificates 


! to stimulate wider interest 
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COMMANDING ATTENTION 


and 


CREATING AMENITY 


J ref re thing Y sia - J t0 4? ly 


ARTHUR MAIDEN LTD. 


24 MOUNT PLEASANT 
LIVERPOOL .. . 3 


——-ROYAL 1961 (4 lines) 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING 4SSOCIATION LTD. 
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FIGHTING TALK 

There was fighting talk at Tor- 
quay this week at the British 
Poster Advertising Associa- 
tion’s conference. 

It was fighting talk for adver- 
tising. 

Cc, L. Hallas, of Lintas, did a 
service to the industry as a 
whole when he outlined the 
case for advertising. 

His arguments were simple and 
to the point: Advertising 
makes mass production pos- 
sible; reduces prices; conserves 
manpower; ensures rapid and 
economic distribution; and— 
above all, from the consumer's 
point of view guarantees 
quality. 

That is the basis of the case for 
advertising. But Mr. Hallas 
did not leave it at that, He 
demonstrated how these modern 
economic necessities are made 
possible by up-to-date publi- 
city methods, and thus pre- 
sented an unanswerable case. 

As he pointed out, the trend for 
many years has been for adver- 
tised, mass produced goods to 
have lower price levels. And 
even Aneurin Bevan is unlikely 
to protest about that, 


Powerful medium 


The poster men also got down 
to the job of considering their 
own shortcomings and means 
of overcoming them, and to a 
full analysis of poster cover- 
age. 

The assertion that a properly 
selected and distributed poster 
display can claim not less than 
80 per cent cover of the adult 
population speaks powerfully 
for the poster's effectiveness. 
It also emphasises the need for 
every firm in the poster indus- 
try to maintain the highest 
standards of site maintenance 
and thus enhance its reputation 
with the public. 


Praise due 


The British Poster Advertising 
Association and the other 
members of the Outdoor Ad- 
vertising Industry Advisory 
Committee have proved them- 
selves a fighting force. 


Their attempt in Parliament to 


end the system of dual control 
is evidence of their virile 
approach to the problems of 
their industry. 


They earn the admiration and 
thanks of advertising as a 
whole. 


Fashion's first 
and final word 


( N occasions such as Coro- 

nations and Jubilees we 
are all inclined to look back 
and view the changes which 
have occurred over the years 
not only in our social life but 
in our work or profession. 

In the market research world, 
since I first came into it over 25 
years ago, changes have been 
striking. Research is, of course, 
still comparatively new; and there 
are many old fashioned firms in 
which this important auxiliary to 
marketing is suspect. Although 
25 years ago it was uphill work 
to sell the idea and a great deal 
of the pioneer researcher's time 
was spent in crusading, to-day 
there is not only a wide interest 
in the idea but a very definite 
growth in its use. It is not only 
the lively, imaginative minds of 
advertising men and women who 
can readily visualise the value of 
market study, but the more stolid 
down-to-earth sales managers and 
directors of manufacturing con- 
cerns who wish to measure the 
results of their efforts. Often the 
approach and the demands are 
dissimilar, but each can and does 
increasingly make use of research 
to help in their job. 

One still comes upon executives 
who, seeing results which merely 


@ Sale or return conditions 
may be allowed for local 
weekly newspapers soon as 
another step towards re- 
moval of all remaining 
newsprint restrictions. 

@ British motor manufacturers 
are planning more effective 
sales promotion to offset in- 
creasing competition from 
overseas, now that German 
cars are being given limited 
entry into the United King- 
dom market. 

® Several big advertisers are 
impressed by the amount of 
goodwill created for them 
by special prestige advertise- 
ments during Coronation 
week. Agencies are being 
asked to submit further sug- 
gestions on similar lines. 

@ Retailers are suggesting that 
recent tobacco price changes 
have underlined the need 


To-morrow. 
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by 
MOLLIE 
COGLAN 
director, 
Sales 
Research 
Services 
Ltd. 


confirm 
hunches exclaim 


their own previous 
“I told you so!” 
their tone inferring that the 
money spent was wasted. They 
forget that market research studies 
have exploded many a hunch that, 
followed to its devoted origina- 
tors conclusion, would have 
spelt loss. 

I suppose the main change that 
has come about over the years 
has been the improvement in 
techniques and the definite scien- 
tific approach. Often in the past 
the eager copywriter or odd job 
man in an agency would dash out 
with a note book, visit, perhaps, 
a few of the nearest and most 
obliging retailers or housewives, 


TOPI 


for more 


sales 
effort on behalf of the more 
expensive brands. 

@® When sugar is derationed 
the biscuit manufacturers 
will make a strong bid for 


intensive 


increased sales. They are 
anxious about the effects of 
home baking. 

@ Despite protests from small 
traders soap manufacturers 
intend to step up their 
premium offers. 

®@ Seaside resorts will be the 
scene of more vigorous cir- 
culation tussles this summer, 
as newspapers make 
strenuous efforts to hold 
some of their extra sales 
resulting from the Corona- 
tion. 

@ Birmingham is being chosen 
as a field for agency devel- 
opments in the near future. 


ROUND TABLE 


ha 
oer: Fashion readersh 
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a Research and consumers 


grab a few answers and on his 
return present a “snapshot of the 
market” to his client—and on 
this “report” perhaps a whole 
campaign might be presented. 
Practice to-day is vastly different; 
a survey 1s not just an after- 
thought, but a planned part of an 
advertising or marketing scheme. 
The problem is studied and dis- 
cussed with the research expert; 
4 questionnaire is drawn up and 
tested before the main job js 
begun. The designing of the 
sample of people to be inter- 
viewed might be said to be almost 
more important than the questions 
asked and often its preparation 
alone takes up quite a large pro- 
portion of the whole time taken 
on the survey. 

The field workers who make the 
interviews are trained for their 
job; they are no longer the casual 
free-lance married women out to 
make a little pin money, or the 
odd job man. This is not only 
desirable in itself but essential 
because of the intricacy and 
length of the “modern” question- 
naire which has grown consider- 
ably over the years. Before the 
war, twelve questions would, I 
think, have been regarded as quite 
a long interview; nowadays, the 
questions are more often double 
this number. 


We are working on a survey 


at the moment which asks for 
replies to 43 questions. This is 
perhaps a little unusual, but the 


fact remains that on certain sub- 
jects it is quite possible to get an 
amazing amount of information, 

1 note a growing appreciation 
of the use and benefit of re- 

search not only by the manu- 
facturer and advertiser, but by 
the consumer. 


What of the future? In my 
view this lies with the specialist 
firms. By canalising the demand 
for market studies they are 
enabled not only to maintain the 
staff and equipment necessary to 
the treatment of statistical data 
but, more important, they are able 
to offer continuity of employment 
to staffs of well trained investi- 
gators and supervisors. It goes 
without saying that the ethical 
basis of the specialist firm is a 
high degree of integrity and this, 
coupled with the economies to be 
achieved by their specialist func- 
tion, makes their independent 
approach one of great value to 
the advertising and marketing 
oommunity. 
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The Amalgamated Press Limited 


The following is the Statement 
of the Chairman, Viscount Cam- 
rose, circulated with the Report 
and Accounts for the year ended 
February 28, 1953, to be sub- 
mitted to the annual meeting on 
June 30. 

In 1951-52 the gross profits of 
The Amalgamated Press Group 
constituted a record at £4,773,000 
after charging Debenture interest. 
This year we have not done so 
well and the corresponding figure 
is down to £4,240,000. The drop 
is mainly attributable to the 
operations of our paper-making 
subsidiary which were abnormal in 
the previous period. I shall deal 
with this in detail later in these 
remarks. 

I commented last year on the 
tax exactions of the Government, 
when their share of our receipts 
for the period amounted to 
£2,700,000. While our profits are 
lower in 1952-53 the Chancellor 
takes a knock—and a big one at 
that. Against the figure just men- 
tioned for 1952, this year he is 
only able to help himself to 
£2,153,000—a large enough sum 
in all conscience but one which 
has the effect of leaving us with 
almost as much net profit as we 
had last year. The comparative 
figures are-——-1952, £1,911,000, 
1953, £1.899,000. By reason of 
our lower profit we have escaped 
the depredations of Excess Profits 
Levy which cost us £45,000 for 
the last two months of the 1952 
trading year. In this year’s ac- 
counts we have a_ credit of 
£22,000 of that amount. We pay 
less Income Tax and we make a 
substantial saving in Profits Tax. 
So there is the extraordinary posi- 
tion that we have made £533,000 
less gross profits but the net 
profits are only £12,000 lower. 

After Taxation and Profits at- 
tributable to outside sharehold- 
ings, there remains £1,899,000, 
which is the net profit of The 
Amalgamated Press Group for 
the year. 

Ordinary Dividend Increased 

Your Directors propose to pay 
a final dividend of 184 per cent 
on the Ordinary Shares, represent- 
ing a modest increase of 24 per 
cent and making a total of 224 
per cent for the year. We place 
£600,000 to General Reserve and 
apply £291,165 to reduction of 
Copyrights and Goodwill. The 
halance of £20,193 is added to the 
Carry Forward. 

In the Balance Sheet there is 
an item of £208,835 for Excess 
Profits Tax Post-War Refund. We 
are adding this amount to the 
£291.165 I have just mentioned 
and reducing Copyrights and 
Goodwill to £3,250,000 This 


asset will then have been written 
down by over £2.000,000 in recent 
General Revenue Reserve 
this 


years 
with 


vear’s allocation, will 


be £3.600,000. 


Irading of the Year 

In my statement last year, | 
made reference to the benefit 
which would come to us as pub- 
lishers through the anticipated fall 
in the price of newsprint and 
other types of paper used in the 
production of our periodicals and 
magazines. But I also said that 
this welcome relief from the high 
cost of our chief raw material, 
and the freeing of paper from 
control, would together bring in 
their train some new and difficult 
problems. 

What has happened in the year 
under review has proved the truth 
of this forecast. Practically all of 
the advantage gained by the de- 
crease in paper prices was lost to 
us by higher costs in other direc- 
tions. 

In May last year the national 
newspapers increased the number 
of pages constituting their daily 
issues. As a result they have been 
able to publish a much larger 
volume of advertising. Never- 
theless, I can report to you that 
The Amalgamated Press has 
achieved a new high record in its 
advertisement revenue for the 
vear. Advertisers and their agents 
continue to realise that its 
periodicals and magazines provide 
a highly profitable means of 
reaching the family purse. 


Periodicals for Women 

In this fast growing group The 
Amalgamated Press has a num- 
ber of successful publications, 1 
will not attempt to name all of 
them, but I would bring te your 
notice the remarkable progress of 
Woman's Weekly which, in the 
face of the stern competition | 
have mentioned, while avoiding 
sensational features, is now sell- 
ing more than 1,800,000 copies 
each issue. Possibly no other 
weekly publication for women is 
in such close and intimate touch 
with its readers. Indeed it can be 
truly said that this weekly journal 
occupies a unique position, 

To mention just two other 
weeklies, Woman's Illustrated is 
one which has risen in circulation 
during the past twelve months 
and Woman's Companion, 
launched just over twenty-five 
vears ago, has also made good 
progress. 

Once again Woman and Home 
is able to show an increase and 
is still by a long way the largest 
selling monthly magazine for 
women in the country. Its cir- 
culation at over 900.000 is more 
than 400,000 greater than its 
nearest rival. 

Woman's Journal reached an 
important milestone in its life 
when with the November 1952 
issue it celebrated its Silver 
Jubilee. The birthday number 
carried 824 pages of advertise- 


VISCOUNT CAMROSE’S STATEMENT 


Ments representing 202 advertisers 
and was a Magnificent c,ample of 
magazine production in every 
way. | think it is mght and fitting 
that we should give expression to 
the pride we feel in this great 
triumph of British publishing. 
During twenty-five years we have 
stuck to the ideal of quality and 
to-day it is generally conceded 


that Woman's Journal is the 
leader among quality publica- 
tions. There is evidence of this 


feeling in the fact that its monthly 
circulation is nearly 300,000 at 
half-a-crown a copy 

During the year there has been 
intense competition between the 
big weekly general interest maga- 
zines, In this category Every- 
body's, our own national journal, 
has held its place among these 
mass circulation publications. The 
character of this magazine attracts 
a very loyal and devoted reader- 
ship and it is selling to-day over 
800,000 a week. 

Over 70 Periodicals 

The Amalgamated Press has 
over 70 publications and as I have 
said it is obvious that | can only 
refer to a small number of that 
large total. | would merely add 
in a general way that cight out 
of our monthly magazines for 
women have a combined sale of 
over two and a half millions, the 
basis of a large advertising cam- 
paign in itself. 


Undesirable Publications 

There has, in recent years, been 
a considerable increase in the 
sale of what are known as 
“American type” comic papers of 
an undesirable character. Objec- 
tions concerning their salacious 
contents depicting gangsterism, 
sex and brutality have already 
been lodged in Parliament and it 
surely cannot be long before they 
become the subject of much more 
general criticism. An attempt ts 
now being made to establish a 
Press Council whose duty it will 
be to pass judgment on the con- 
duct and contents of newspapers 
Personally, 1 feel that such a 
Council is not desirable but if it 
is to be established, its first duty 
should be to put an end to any 
attempt at profit-making through 
this kind of lewd sensationalism, 
whether it be in the newspapers 
or periodicals. 


KELLY’S DIRECTORIES LTD. 


Kelly's Directories Ltd., in 
which. as you know, we own ap- 
proximately 75 per cent of the 


Ordinary capital, 1s now tn its 


S7th vear. It trades on its own 
account in a very considerable way 
and is also a holding company 
for large publishing interests in 


the form of the Associated Iliffe 
Press Ihe Group gross profits 
have increa d from £1.161.000 to 
£1,295,.000. After all charges in- 


cluding taxation the net figure 
comes out at £623,000 compared 
with £514,000 for the preceding 
period The Ordinary dividend 
has been maintained at 20 per cent 
and £175,000 added to Reserve 
Account 

In view of the profits achieved 
you will not need to be told that 
these companies have had a good 
year. The directories, of which 
there are a large number, have 
done particularly well, The two 
most important ones, the famous 
Post Office London Directory 
founded as long ago as 1799 and 
Kelly's Directory of Merchants, 
Manufacturers and Shippers, have 
achieved record figures of sales 
and advertising 

Under an agreement with the 
Federation of British Industries, 
Kelly's, in conjunction with the 
Associated Iliffe Press, have for 
some years published the F.B./. 
Register of British Manufacturers, 


The Associated Hiffe Press Lid. 
The 35 journals published by 
this organisation have had the 
benefit of the welcome decreases 
in the price of paper. On the 
other hand they too suffered from 
the increase in printing and other 
costs Many of them have 
achieved record figures. To give 
a few examples, the Autocar, 
which has held the leading posi- 
tion in the motor trade ever since 
its foundation in 1895, now sells 
119,000 copies per week. Motor 
Cycle, 50 years old last March, is 
easily the leader in its field with 
over 200,006 copies per issue 

Another technical publication, 
the Wireless World, has a circula- 
tion of 70,000 monthly 

Recently the Electrical Review, 
as one of ils weekly issues, pro- 
duced a B.L.F. and Export Review 
with a total of 334 pages including 
247 pages of advertisements —-a 
record in the 80 years of its exist- 
ence, 

The Farmer & 
has been the farmers’ guide, 
philosopher and friend for 110 
years Its sale is larger to-day 
than ever before. Evidence of its 
vitality is shown by the fact that 
the space taken by advertisers in 
the past year exceeded the pre- 
vious highest total by 16 per cent 

As I have said earlier in these 
remarks, competition in the 
periodical! field has increased con 
siderably and have con- 
tinued to mount. The interests of 
the Group, which employs 
directly over 9,000 people, are 
widely spread They cover a 
great range and are not confined 
to this country. We are entitled 


Stockh-Breeder 


costs 


to hope that, receiving not only 
the rough but a portion of the 
smooth as well, the results of the 
present year’s trading will be as 
acceptable to you as those which 
are presented to-day, 
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Heavy pulling-power of RADIO TIMES 


Isle of Man advertising shows RADIO TIMES 


a ere 


Go abroad to the 
ISLE OF MAN 


a 


to every 
reader 


100 PAGE ILLUSTRATED 


TO THE GUIDE 


ISLE OF M AN 


Go abroad to Britain's own 

Holiday Island where your £1 

is still worth twenty shillings 

For full information, including 

travel and : ccommodation, com 

plete the coupon below and post to 

». A. Bond, Publicity Dept, Ile of Man 


Block letters please. Post in un- | 
sealed envelope with I4d. stamp. | 


! Name 
l Address 


Loco ce ene enenen anne Gees NERD EDEN ES EEEDeDeTENeN eae 


Le ee ease anemen 


The Magic Island again — 


thn the Pith of January, 1952, the Publicity Depart- 
ment of the Isle of Man Tourist Board advertised in 
the Radio Times offering the public a free guide. 
The above advertisement, an cighth page solus in the 
programmes, produced 17,125 replies. Mr. Bond, 
the Secretary of the Board, has analysed 12,500 of 
the total replies, by areas, and was good enough to 


vend us these figures with permission to use them. 


‘plus’ in more difficult selling areas 


The table opposite. giving the results pulled by this eighth 
page advertisement for the Isle of Man, shows at a glance how 
truly national is the coverage of the Radio Times. 

But there are other interesting facts to be deduced from 
these figures. 

Obviously when advertising holidays in the Isle of Man, a 
heavier response can be expected from counties close to the 
island —~ notably Lancashire, Yorkshire and Cheshire — than from 
more distant parts of the country. 

This is fully born out in the table, but what is interesting is 
that whilst the Radio Times pulled heavily in areas geographically 
favourable to the Isle of Man, it produced noticeably better results 
than other advertising media in most of the more distant places 
where sales resistance would naturally be stiffer. 

For instance in Area A, which includes Greater London, the 
Radio Times brought in a 4°642 bigger percentage of replies than 
came from all other advertising in the same area. 

The same tendency for the Radio Times to outstrip other 
media can be observed in Areas C, KE and K which all have their 
main population centres distant from the Isle of Man. 

Sales and advertising managers. whatever product or service 
they are selling, would do well to note the fact that the Radio Times 
offers a> plus’ where marketing conditions are less favourable. If 
you are looking for a reason, it could well be that a Radio Times 
advertisement is seen again and again for nine whole days. Seen. 


in fact, till it is known almost by heart. and then acted upon. 
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from Land’s End to John O’Groats 


Analysis of * Isle of Man’ advertisement results 


(Based on 12,500 replies only) 


* Radio Times sources 


A 2.504 20-052 15°390 
B 1.366 34-928 39°308 
. 2,377 19-016 17-040 
D 182 $856 | 500 
E 391 $7128 2-470 
F 652 y216 OW 
G 25 | 200 0300 
H 853 Ob24 808K 
K 139 $512 S086 
L 379 s032 2040 
M | W256 1-138 


SUMMARY 


Ritent 10,797 86375 =| BOA 


ae ae 453 824 8-088 


Wale. 139 e512 S086 


Northern 479 032 20 

Ireland 
bare $2 | 256 1138 
12.500 100-000 100-000 


*tsie of Man omitted from this figure 


| —_— -o | », . -_ 
AKEA lotal replies Percentage of Percentage of Sesenitein ol 
total replies total rephes 
(see map for from | P P i ott * Radio Times 
rom rom all other 
reference) ‘Radio Times’ | 


30-209 
21-576 
19679 


1028 


87-200" 
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3626 
7°825 
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hilo 
1530 
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Viember of the Audit Bureau of Circulations 


8,000,000 FAMILIES READ THE 


RADIO TIMES 


All enquiries to: Head of the Advertisement Department, B B.C. Publications, Broadcasting House, Portland Place, London, 
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THREE 


AGENCIES 


IN SEARCH 


OF AN AD. 


1. The Robert 
Freeman 


Company Ltd. 


The copy 


E must assume from the 

brief that the Raymit 
Clothes Dryer is the first of its 
kind and that no similar com- 
petitor has been marketed. 
This is most important because 
it immediately demands of the 
advertisement to do a pioneer 
job, rather than a brand-pre- 
ference appeal. We have, 
therefore, elected to proceed 
on the premise that the Raymiut 
Clothes Dryer ts as new as was 
the “dry-shaver™ at the time of 
its first announcement. 

The “announcement” condi 
tions demand of the cony a fairly 
straight-forward = statement — of 
facts The advent of the first 
home clothes drying machine 
would warrant an important news 
story in the editorial columns of 
the national papers. An editor 
would be pleased to nay for such 
a piece of news Therefore, it 
should be the function of the 
copy to exploit the news value 
of this story in the best news 
paper tradition, presenting a 
simple story, plus those devices 
of advertising we have at our 
demand, to get initial attention 

In selecting our “device” of 
“angle” on the copy, we have 
sought to ¢reate a situation where 


June 11, 1953 


oe6 (Tm ac Ton fare! 


cash price $68 


MADE 


BY Thr MAKERS OF 


Whetting a woman’s appetite 
for a Raymit clothes dryer 


a pP pP re pach itu 


a woman's interest would be at 
its peak. Were we calling on 
housewives in person, selling the 
Raymit Clothes Dryer, we would 
ask for nothing better than to be 
able to make our calls on a 
pouring wet Monday. It is true 
that the Raymit Clothes Dryer 
frees a woman from the chores 
of pegging out the clothes and 


Next week TIBBENHAM 
PUBLICITY LTD. will demon- 
strate their copy and layout 
for the Raymit advertisement. 


bringing them in-—even on ideal 
drying days, but there is little 
in this aspect of the machine's 
advantages that lends itself to a 
quick, dramatic attention-getter. 

We cannot hone that our ad- 
vertisements will always appear 
on rainy days and be read in 
kitchens drinping with wet wash- 
ing, hung on makeshift lines, but 
we can in our headline re-create 
the rainy day situation —some- 
thing which every woman quickly 
understands and brings back to 
her mind all the drudgery and 
discomfort of drizzling washdays 
This method of anproach, having 
got the reader's attention, leaves 
the field wide open for the copy 


60 FS MPLE-SO Sarre 


Raymit ie 


C Clothes Diver 


tor 


Raymit Uryer tresh-dries weeklv 
wish for family of 4 in 40 minutes ————— 
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RAYMIT CLOTHES DRYER 


©) means no rainy washday problem now © tow nny we 


vii." 
washdays this winter? 


F 


Seea 
Rayrest Clothes Dryer 
DEMONSTRATION 
HERE 


—-— oA Stee. 
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to exploit all the other advan- 
tages of the dryer. We have, for 
example, summed up most of 
them straight away in our sub- 
head 

“PFresh-dries,” although not a 
point jn the brief is, we feel, a 
highly important sales point. 
Under normal conditions women 
prefer outdoor-dried clothes 
they smell so much fresher. 
There is none of this with indoor 
drying. 

Because the Raymit Dryer 
would meet with such a welcome 
by women in all income groups, 
even the non-gadget minded, we 
feel that the next most important 
stage is to put over the price in 
its Most attractive form 

The main body copy is straight- 
forward, answering most of the 
woman's jmmediate questions. 
Its main contribution to the sell- 
ing job is to tell the woman that 
the Raymit Dryer will fit into 
most kitchens; is simplicity itself 
to operate and a hundred per 
cent safe. 

The snippet paragraphs about 
ironing, television, nylon and 
nappies are not so much intended 
as hard, watertight — selling 
messages, but merely good gossip 
stuff about the machine. We 
must never ignore the value of 
exploiting the minor points. Our 
old friend in this field “note the 
novel handle” has sold quite a 
lot of merchandise. 


makes avery day a wondertul drying day 


WAsHIYVEG 
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“matnrpews 


An exercise in print in which 
the creative departments of 
three agencies write the copy 
and prepare a visual for one 
key advertisement for a new 
hypothetical product — the 
Raymit Clothes Dryer. Last 
week, Colin Mclver, of 
Young & Rubicam, wrote 
the brief. Here the Robert 
Freeman Company Ltd. 
submit their copy and the 
visual reproduced above, 
and state their “reasons 
why.” When two more 
agencies have shown their 
work, Copytaster will sum 
up. 


ma The copy muni 


Sensational RAYMIT Clothes 
Dryer means no rainy wash-day 
problem now 


Raymit Dryer fresh-dries weekly 
wash for family of 4 in 40 
minutes. 


Easy Payment Scheme means 
every home can have a Raymit 
Clothes Dryer 


Here at last is something every 
woman has been waitine for 

ever since women started washing 
clothes: its the new Raymit 
Clothes Dryer. No matter where 
a woman dries the clothes—in the 
garden or in the flat, the Raymit 
Clothes Dryer ends all her drying 

problems! 


The Raymit Clothes Dryer can 
be fitted in any house that has 
gas and electricity Just throw 
the wet clothes into the Raymit. 
They are then rotated in a speci- 
ally designed drum into which a 
warm breeze is blown, so that 
the clothes leave the Raymit 
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Take for instance, 
the news page ‘‘facing 
leader”. Here the 


sites offered are 


virtually semi-solus, 
for the leader page 
carries no advertising 
but the time-honoured 
“Births, Marriages 
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To cover the Midlands first cover Birmingham 


tt 


The Birmingham Post 


Ses .4 \ 38 New Street, London Office : 
Birmingham, 2 88 Fleet St., E.C.4 


Branches at: Blackheath © Bromsgrove Coventry ° Dudley * Kidderminster Leamington Spa © Redditch Tamworth Walsall and Wolverhampton 
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Three agencies in search of an ad. 


continued 


Clothes Dryer smelling as fresh 
and as wholesome as sun- and 
wind-dried washing. 


SO SIMPLE SO SAFE 

The controls on the Raymit 
are simplicity itself—just one 
switch. And yet there is no risk 
of  over-drying. The Raymit 
Clothes Dryer is thermostatically 
controlled. All the moving parts 
are enclosed and the special Ray- 
mit insulation ensures 100) per 
cent household safety for all the 
family. The Raymit will fit into 
even the smallest kitchen; it is 
3 ft. high by 2 ft. wide and 
2 ft. 9 in, deep 


SEE IT IN ACTION FREE! 

You cannot appreciate fully 
the everyday advantages of the 
Raymit Clothes Dryer until you 
have seen a demonstration, There 
is a Raymit stockist very near 
your home. Go along and see 
this new machine in action, there 
is absolutely no obligation, 


HOW MANY WET WASH 
DAYS THIS WINTER? 

During the period beginning 
October 1, 1952, to May 1, 
1953, there were 31 Mondays 
On 22 of these it rained. On 
two Mondays there was fog 
and one Monday during the 
period there was snow 


IRONING MADE EASIER 
The Raymit Clothes Dryer de 


SOUTH EASTERN 


livers the clothes to you contain 
ing exactly the right amount of 
moisture to give you better iron 
ing results. 


CANNOT DAMAGE NYLON 

The Raymit is so designed that 
it dries nylon, which should 
normally not be subject to indoor 
heat, mn complete safety. 


NAPPIES DRIED IN 15 
MINUTES 
Babies nappies are no longer a 
winter drying problem with a 
Raymit Clothes Dryer in the 
kitchen—one dozen nappies dry 
in 15 minutes. 


NO TELEVISION 

INTERFERENCE 
Clothes can be dried at any 
time, without any risk of inter- 

ference to your Television. 


HIRE PURCHASE 
TERMS 

lls. 8d. per week or cash price 
163 


SPECIAL 


See a Raymit Clothes Dryer 
demonstration HERE 
(list of local stockists) 


Raymit Clothes Dryer makes 
every day a wonderful drying 
day. 


Made by the makers of the 


famous Raymit Washing 
Machine. 


CHATHAM 


GAZETTE OBSERVER 


CENTRAL 7500 
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Paper and its uses - 5 


Points on cover papers 


and speciality lines 


MVHE versatility of paper is 

well demonstrated by the 
range of qualities now pro- 
duced as covers for books, 
brochures, catalogues, and 
other printed publicity. 

Gone are the days when cover 
papers were severely utilitarian; 
too often in early days they were 
drab productions, somewhat 
reminiscent of good class wrap- 
pings, unattractive to the printer 
and devoid of sales aid. ‘To-day 
the consumer has a varied choice 
of plain, embossed or fancy 
finished cover papers. Substances 
can range from double crown 
60 |b. upwards to pasted thick- 
nesses in board substance and 
virtually every shade is available 

The ingenuity of the paper 
manufacture and converter have 
added greatly to the effectiveness 
of cover paper. With the use of 
higher quality raw materials, 
richer colours were introduced 
and antique and embossed 
finishes, graining, deckle edges, 
etc, gave cover papers a prestige 
value which was_ increasingly 
appreciated in the printing and 
publicity world. One of the out- 
standing advantages of paper is 
the great variety of finishes which 
can ‘be imparted after the flat 
paper has been made. Most cover 
papers in the plain or mill 
finished variety can subsequently 
be embossed or grained. Among 
the familiar finishes are canvas, 
linen, hopsack, baskette and also 
the cleverly simulated “textile” 
effects produced on the roiler- 
embossing machine, such as her- 
ring bone, damask, moire, ete. 


When strength and 
durability are essential 


The various purposes for which 
cover papers are required are 
well met by the present day 
range. For instance, strength is 
generally an indispensable quality 
where an engineering instruction 
manual is concerned; this may 
well be regularly consulted under 
workshop conditions and the 
cover must be able to stand up to 
somewhat rough-and-ready usage. 
Extra-strong cover papers are 
available to give durable wear 
Good folding properties are also 
required of many cover papers 
intended to enclose publications 
of lasting value and this entails 
close attention to the treatment 
of the furnish and careful selec- 
tion of the appropriate finish. 

Cover papers are produced for 
all the printing processes and for 
every, type of job from a straight- 
forward price list to an elaborate 
brochure. They offer endless op- 
portunity for striking and stylish 
treatment by the printer and con- 
verter. With some jobs a pocket 
or wallet is required. with others 


a die or press-punch pattern is 
sought, or possibly a two-sided 
cover with multi-colour effects 
these and many other treatments 
are well within the capacity of 
the modern cover paper. 

The Coronation has provided 
many Opportunities for the 
decorative employment of foil 
and metallic papers. In the pro- 
duction of foils the body paper is 
coated with an adhesive and a4 
finely-powdered metal is dusicd 
on the wet surface. After drying 
the surface is highly burnished. 
A widely used type is made by 
pasting a liner of thin aluminium 
foil to the body paper. Many 
attractive effects are obtained by 
the paper converter in this field. 

Metallic papers are introducing 
a colourful note into this year’s 


BY OUR PAPER TRADE 
CORRESPONDENT 


celebrations. Metal lined papers 
in gold and aluminium are manu- 
factured in bright and matt 
finishes and can be plain-lined 
or embossed with patterns. As 
distinct from foils, these are 
specially-coated art papers, the 
coating mixture consisting usually 
of glue or casein, zinc oxide or 
barium sulphate. 

One great advantage of 
metallic papers is that they can 
be specially treated to resist 
finger-marking and corrosion. 
This is a useful quality when 
considering programme covers 
and brochures for outdoor and 
indoor celebrations and will be 
appreciated by the many who 
will desire to retain such pro- 
grammes as souvenirs of an 
historic occasion. 

For letterpress printing with 
metallic inks, gold, silver and 
aluminium, a firmly sized coated 
paper with a good finish can be 
relied on to give a satisfactory 
result. 

Another field in which the 
paper converter has contributed 
substantially to the marketing 
and sale of goods is represented 
by the almost inexhaustible series 
of seasonal] tags, gift cards, seals, 
wrappings, and tapes which add 
to the pleasure of gift sending 
and receiving. Good quality 
board, both coated and uncoated 
is used in the manufacture of 
greeting cards and tags. 

The punched-out seal is a 
popular device, made from 
chromo and enamel papers which 
offer a good hard surface for the 
various production processes in- 
volved. Seals are commonly 
printed in the continuous reel and 
the need for clean cut edges de- 
mands a good quality coated 
paper for best results. 


7 +4 | —— LA HOES. i 7 
Bo S—C“C;isSCSCtiés §28 _ 
e | 
= = |__| 
hee? a ee 
Pa 
L 
ioe. 
5 
+e 
a 
pe 
Sgieacganeniescasaeiescetataetateetateetetteteheetahetettet stateless rinstunattattetataetetaetatete tetas etae ent teettnettetaee F 
os ES RR SR RRR RRR aN SS RR 
s oy a 2 tell ~ ea 
. SES, XH sss 
a S F ee 
é ee ‘ j of” ent es 
eo Se Soennnnnnnnnn 
7 inant Pissiaseaesess 
ss ae Sees 
= se pesca 
: § Et Fee 
a Snes -eiiiitamctaacantttien Fears 
i Prana nse ee 
Be HEAD OFFICE: MAIDSTONE 3388 LONDON 80, FLEET ST 
§ Be a ee 
2 i 
t ; t 
gee 
Bay ; 
aot 7. Ad = 3 7 ee - ° — 2 - a J 2 - 4 ‘A ae + 
is is ae r iS d : ete  . jl ; SR ee ' 
‘ ed Wet ee) a - bx gto - oes as ; 4 aS ee Seg 


11, ADVERTISER'S WEPKLY 
An, 
~—ele n, 


"Sell the man at the top! 


He holds the key 


to world markets 


Reach him 
in over 100 countries 
through TIME International 


Business in world markets comes more readily to those 
who build recognition and prestige for their companies or 
products among the right people. Many British firms are 
doing this very successfully through the four editions of 
MIME INTERNATIONAL. Once a week these editions are 


read by more than |, 700,000 important men and women in 
over 100 countries outside the U.S.A. 92 out of every LOO 
TIME INTERNATIONAL subscribers hold influential posi- 
tions in business, government and the professions. These 
are the people whose opinions or decisions influence the 
purchasing power of companies and the trade policies of 
nations. They can do more than any others to develop 
markets for your company abroad. 

You can buy advertising space in all four editions TIME 
Atlantic, TIME Canadian, TIME Pacific and TIME Latin 
American— or in the editions that cover the areas in 


which you are most interested. Full details from: The 


Advertisement Director, Time International, Time & Life 
Building, New Bond Street, London, W1 
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LEGAL QUERIES ANSWERED 


A number of people may claim 


copyright in one advertisement 


JROBLEMS of copyright 
are troublesome because it 
is possible that in one adver 
tisement a number of ditlerent 
people can possess “rights” 
the advertiser, publisher, ad 
verlising agent, copywriter, 
artist, layout man and others, 
may all be involved Here 
are two recent questions the 
answers to which may throw 
some light on the subject. 

Q. If a copywriter one Sunday 
afternoon plans a campaign for 
a mythical product while he os 
employed by an advertising 
agency, has he any legal claim to 
the copyright of that campaign 
idea and copy’ Has an agency 
executive who creates a campaign 
for a client the right to use that 
campaign in later years when with 
another avency, even though the 
original client rejected it? 

A, These two questions involve 
the law of “Master and Servant 

or as we would now term it 
“Employer and Employee,” and 


Copyright in advertisements is 

a problem that has often 

caused difficulty and dispute. 

Our contributor unravels some 
of its complexities. 


the subject is a difficult one, as 
the facts in all 
so much. It is best 
if we take it by easy 


these cases vary 
understood 
steps 
(1) Unless a piece of work ts 
original” then no claim for 
copyright arises. ‘The bare “idea 
of an advertising campaign, even 
if it is an original idea, does not 
create copyright, because there is 
no copyright in ideas only in 
the form in which they are ex 
pressed There can, of course, be 
a joint copyright, held by two or 
more people 

(2) Normally, the copyright is 
with the “author.” that ts the 
one who actually produces the 
original, by writing i, doing the 
art-work ete 

(3) Obviously, however, an em 


ployer has certain rights in his 
employee's works. If a copywriter 
is working on a campaign for 
one of his employer's clients, 
whatever copyright exists, ‘t is 
with the employer. Indeed, the 
Copyright Act of 1911, Section 
3(1) (b) specifically covers that 
point by declaring that where the 
author is in the employment of 
some other person under a con 
tract of service or apprenticeship 
ind the work is made in the 
course of hig employment by that 
person, the person whom the 
author is employed shall, in the 
ibsence of any agreement to the 
contrary, be the first owner of 
the copyright ' 

It will be noted that three ele 
ments are required: (a) there 
must be a contract of service or 
apprenticeship; (b) the work 
must be done in the course of the 
servant's employment; and (c) 
there must be an absence of any 
igreement to the contrary 

This third stipulation does not 
cause much trouble, but the first 
two frequently give rise to dif 


June 11, 1953 

Our Legal Correspondent, a 
barrister who specialises in adver- 
tising law, answers here a selec- 
tion of queries received from 
readers. 


Readers are invited to send 
their problems which will be 
treated in strict confidence. 


Replies will be forwarded by 
letter, without delay, to corres- 
pondents concerned. 


Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
exp 


ferences of opinion. On the first, 
however, we need not waste time, 
but we must try to distinguish 
between a “contract of service” 
and a “contract fur services.” 
When a contract of service exists, 
there is the normal relationship 
of employer and employee: the 
employee has to perform his 
work in the manner specified by 
the employer. A contract for 
services, is the sort of “free- 
lance” relationship. If I own a 
car and employ a chauffeur 
there is a contract of service be- 
tween me and the chauffeur. If 
] use a taxi-cab, there is a con- 
tract for services between me and 
the taxi-driver. | can tell him 
where I want to go but he has the 
responsibility of deciding how to 
get there. I can tell my chauffeur, 
not only where I want to go, but 
how to drive, ete 

In short, the copyright of work 

Continued on page 534 


MORE O’FERRALL BULLETIN BOARDS 
THE CLASSIC PRESENTATION OF OUTDOOR ADVERTISING 
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C.J. LYTLE 


(ADVERTISING) LTD 


ADVERTISER'S WEEKLY 


have moved to larger premises 


For some time we have been seeking new 
premises that would provide suitable 


accommodation for our growing staff and service. 


possession of their new building, they vacated 


offices of the size we required, at 


a 
a 
t 
4 
Fortunately for us, when Time and Life took g 
E 
i 
5 
& 
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After a considerable amount of reconstruction 


and redecorating these new offices are now 


sufficiently far advanced to allow us to move 
in...and here we are. The Media, Overseas and 
Outdoor Sections located at 167, Oxford Street, * 


will follow a little later. 


OUR NEW TELEPHONE NUMBER |S GERRARD 8646 


Se SE 
s 
24 
yo 
i 
aa 
7 
‘9 
J 
7 
- 
" 
s2e8583ee Pe 
) _ 2-3 and 4, Dean St., Oxford Street, W.1 
1 ree uae conmeiimrmmaam 
EEELELEHE ESELELLLCHELELTEULELGeuateneeeetsceauentaesee snecedssegentuaasnezesecesssentgaiisicss: itsssevssesasessiessevestvsstetvitiess , 
of 
ee E 
' a 
' - 7 
7 
) | 
4q | | 
§ | 
ee ; 
| : 


ADVERTISER'S WEEKLY : June 11, 1953 


APRIL 1953: DAILY NET SALE 


63. 


MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 
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SELLS 63,000 MORE THAN ANY OTHER 
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UP go the sales of the 


Glasgow Evening Times. 
It has the largest sale of all 
Scottish evening newspapers 
and dominates the major 
market centring on Glasgow. 
No other paper offers the 


same advertising value. The 


wy 


evening paper for successful 


selling in Scotland. 


65 BUCHANAN STREET, GLASGOW, C.| 56 FLEET STREET, LONDON, E.C.4 
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THE 
SCOTSMAN 


 ‘iintailalial in THE 


SCOTSMAN influences the 


EDINBURGH 


considerable purchasing power of 
Scottish industrial, agricultural 


and family markets. 


SCOTLAND'S NATIONAL NEWSPAPER 
MEMBER A.B.C. 


63, Fleet Street 
LONDON, E.C.4 
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® LEGAL QUERIES ANSWERED 


Junt It, 1953 


continued 


done by staff-men is usually with 
their employers: work done by 
free-lance writers or artists, 1s 
with the authors or artists -unless 
there is agreement to the contrary 

But the work done by staff- 
men must be in the “course of 
employment.” Work done by 
staff-men, outside the course of 


their employment is their owa 
copyright. To take an extreme 
example A copywriter who 


writes a novel in his own time is 
obviously entitled to the copy 
right in that work. But if he 1s 
engaged to write copy for a cer 
tain product, and he writes some 
copy to that end, even if he does 
it in his own time, then it ts 
probably the copyright of his em 
ployer. The facts of each case 
must decide 

A case before the Courts some 
years ago can be taken as a guide 
to the general legal principles 
Byrne was a journalist, employed 
by the Financial Times. He was 
asked by his emonloyers to trans 
late a report of a speech, made 
in Portuguese, and to prepare his 
translation for an advertisement 
to appear in the Financial Times 
He could not do this in normal 
office hours, so he worked on the 
material (Git was about 18,000 
words in length) and the adver 
tisement duly appeared. His 
material was used, also as an 
advertisement, in another journal 

In the subsequent proceedings 
for infringement of copyright, it 
Was accepted by the Court, and 
by the Financial Times that the 
copyright was with Byrne. even 
though he had been paid a fee 
hy the proprietors of the 
Financial Times for his transla 
tion. Everything depends there 
fore if the work js done in the 
‘course of employment.” In the 
standard textbook on the Law of 
Master and Servant. by Batt, it 
is argued that the copyright in 
any work vests in the emplover 
only when the employee is defi 
nitely employed to produce. the 
work in question 


Complete advertising and pro 
motion data is given to all who 
share films produced by 
ated British-Pathe Ltd 
the distribution of “Campaign 
Books.” These include a “Com 
posite Page Advertising Service” 
providing banner heading and 
title blocks for each film covered 
by the book togethe; with a lay 
out service 


Associ 
through 


In the case of the film “Top 
Secret,” the composite page made 
heavy use of the word “Top” sug 
gesting its use in other advertise 
ments appearing on the 
page: “It is no 
shopping at 


same 
‘Top Secret’ that 
is best 

local tle-up advertis 
ing are included along with the 
outlines of possible competitions 
to be run in the press. An instance 


Ideas for 


CAMPAIGN BOOKS FOR CINEMAS 


The answer to the first part of 
the question therefore, is: if a 
copywriter on a Sunday afternoon 
plans a campaign for a mythical 
product, the result of his effort is 
his own copyright, unless, of 
course, he was spending his Sun- 
day afternoon in such a manner, 
on the express instructions of his 
employer! 

The second question 
answers itself. The executive has 
created the campaign in the 
course of his employment, There- 
fore, the copyright is with his em- 
ployer. The fact that the original 
client rejected the campaign is 


really 


irrelevant. The executive cannot 
use it later when with another 
agency, because it is not his 
property 


Q. A retailer desires to place a 
number of advertisements in 
a window and a number of 
advertisements on the walls of 
his premises. Do the Control 
of Advertisements Regula 
tions allow him to do either 
of these two thines? 

A. So far as the advertisements 
in the window are concerned, 
these are exempted from the 
Control of Advertisements Regu- 
lations, unless the advertisements 
are illuminated and visible from 
outside, or unless the building is 
one used principally for the dis- 
play of advertisements 

With regard to the advertise- 
ments on the outside of his 
premises, they can he exhibited 
with deemed consent, provided 
they conform to the require- 
ments of the Regulations as to 
size, etc. If they are not eligible 
for deemed consent, then applica- 
tion will have to be made to the 
Local Planning Authority, who 
will deal with the application on 
its merits. In the event of a dis- 
pute, an appeal can be made to 
the Minister, and it is worth 
stressing that the Minister has 
on many occasions allowed this 
type of advertising, so long as 
multiolicity is avoided 


of such a contest may be drawn 
trom “The Yellow Balloon” cam- 
paign book After posing three 
questions for the patrons to 
answer concerning the treatment 
given to young Frankie it ts 
that if the local Chil 
dren's Welfare Officers could be 
interested and their replies ob 
tained “the possible newspaper 
coverage cun be very great.” 
Advice on how to dress the 
cinema staff (“During the week 
of ‘Streets of Algiers’, dress your 
doormen and usherettes in 
Arabian costume “) is given 
to the manager, and a lot of 
counsel on poster display is in 
cluded. The names and addresses 
of A.B.P.’s nublicists are 
given and appeal made to contact 
them if there is any need of 


asserted 


urgent additional data 


eee 
ue oe 

= 
La 
a. 

a J _ 
“e ——— 
: — ee 
- 
co 

x PT TY 

i, 

Ea 
ie 
wee 

Ki 

af a 
Yo 

ee j 
Ss 
os 

| | 

a 
Dae — sees eel Drs | 
a aati : 

: . ~_-—..: 373 
Re ) eee = = = 
. °ys vi: # NS io ‘* : 
<= SO ) pore FEEL ES | 
\ ers 2 . 
Lo T;, I 
1 i s | 
; $ : | | 
G j = 
P rad | | 
! e€ e~ 
a Se ad Z —_ : | 
r f 7 
: A 3. | 
Zz a. ™ 77, fe F 
£ aed >See gp 
3 Se TSe, | | 
al Pr oe . 
Us eel yy Fit | 
% rs yo" ; A cd ‘ \ | 
| ae ey — EEE 
Ave cv sts e 
untae ne men? wo TF. ~ 23% ! | 
ta A ast PO ONCE gels EMS! t | 
i wr gave end. a yoss sapere et =~. 
<e o At is rue a yout eat 2 41. «(if << +>: 
ents, full” ces) ‘quali er == 
ia \ynst alt 4d) Ei ecenest, Sonutely x 4 — 
a 7 Ae 0 we qo and 2 at oo | | 
— e = veer ~ ‘*,- AS. a 
Yyowt sere nso ae imo ee | j 
Vol ve gat. cyt Le gcs* \\ 
y ¥,cout® caret nasi wo owe | | j | 
‘ fal qee* wt 
ae) tee ane 
“acne ure act 
(4 Hines)’ _— al’ co ob r — F 
% ” t SEO yO \t p 
. FC re eet Ne 
2 <wa- 
, Septet J 
“ar . '. : a ee | 
ie a | 
bs \. - 
' 
es 
ge 
re | | 
Ae ’ 
at 
| Reads . Sgmee . a 
a OE - 
ie a —* - 
al ee ae oe na +, a) piel: ye) ’ j i 
“a i a ieee —. oy. hae: z 
Pn eS ra Eg i GRRE F- 
> Ff BF eee gt) ke 
eae 


HE ADVERTISER \\ 
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effectively reached only 
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: areas they cover —Social 
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of world news And n 
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and discusses what they 
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away from home Over 
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prefer 


OVERALLS from 
GARDINER’S 


any other form of 
Weeklies Pays. 
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have 


and then is often sent to 


a higher percentage profit o 
publics 
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10 THINKS HE IS COVERING 


nsider thé 


it 


over 


two-thirds 


of 


the county towns, villages and 


of the 


Trish 


market 


can 


he 


wing the Lrish provincial weekly 
ers report all the activities of the 
itical, Cultural, Sporting; Local 


as we 


ewspapers 
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I] as giving 


in the 


“¥). 


world 


sume 


are 


naries 


n the towns and rural areas of 


ind 


ove! 


again 


ean be reached only by 


Ireland reads the local weekly, including the advertisements, 
read in the home and in their 
Every copy has a life of at least a week 
ome member of the family living 
advertisers have 
found that in Ireland the Provincial Weekly Newspapers yield 
\ the outlay on advertising than 

Advertising in the Provincial 


Associated Trish New papers, Dame House, Dame Street, Dublin 
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badges 
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prices 
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. SO DO PRODUCTION AND 
DEPARTMENTS, 
TYPESETTERS 
that smart overalls 
from Gardiner’s impress their clients 
and encourage Staff efficiency. 
Boiler 
and 


Suits 


women 


huge 


selection 

Should 
emblems 
pockets or contrasting 
collars and cuffs, these can be added 
at slight extra cost. 
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First with the aviation news and prominently quoted by the 
National Press, the Royal Air Force Flying Review appeals 
to a big public because it supplies the ‘popular’, as well as 
technical, treatment of aviation subjects. 

The Flying Review is the most widely read service journal 
with a big civilian following—a sound advertisement medium 


for men’s consumer goods. 


Photogravure: colour pages available. 
Apply for specimen copy and rate card to-day 


180 FLEET STREET, LONDON, E.C.4. 


CHAncery 8844 
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Radio copywriters should 


learn to versify 


OMMERCIAL broadcast- 

ing being possibly about 
to make its debut into British 
home life via television, in- 
terest attaches to a “Do’s and 
Don't’s” guide for radio copy- 
writers lately prepared by the 
Australian Association of Ad- 
vertising Agencies. 

It is pointed out that con- 
stant skill is required of a 
writer if he is to catch and 
hold the interest of his 
audience and stress is placed 
upon the fact that the essence 
of radio advertising is to make 
it profitable to the sponsors of 
the programmes. 


In preparing the copy the 
time-tested formula of the five 
points of salesmanship should be 
kept in mind: Attract attention; 
arouse interest; create desire; 
establish confidence, and urge 
action. 

The literary style which may 
be suitable in press advertising is 
impracticable in radio and the 
copywriter must realise, that as 
far as the listener is concerned, 
it is a matter of “This is a radio 
advertisement—that was!” The 
message has to do its selling “on 
the wing.” 

The guide declares _ itself 
against the use of loud noises 
and fancy sounds to attract atten- 
tion, furthermore the copywriter 
must forget that he is talking to 
thousands or maybe millions of 
listeners; “he must feel that he 
is talking to one listener, with or 
without a family, in his or her 
home and that he is akin to the 
salesman who calls on him in 
his own office.” 

On the other hand sound 
effects need not be taboo so long 
as they are not used merely to 
produce noise. A_ short phrase 
of music, a harp glissando, or, 
if it can be found, a new varia- 
tion on the chimes will do all 
that is needed to encourage 
rather than discourage listening. 


Supreme effectiveness 
of short words 


Always the language to be 
used in radio advertising should 
be simple and geared to concrete 
not abstract terms. The triple 
alliteration of a phrase such as 
“The waning season sounds a 
warning note” is regarded as use- 
less and attention drawn to the 
supreme effectiveness of short 
words. 

The radio copywriter is indeed 
strongly advised to study the Bible, 
Shakespeare and Sir Winston 
Churchill's speeches in an endea- 
vour to get hold of an efficient 
style. He is also recommended 
to write verse in order to culti- 


vate a metrical 
writing. , 

The provocative question or 
statement is urged to be “a safe 
bet” for arousing interest. For 
example: “How much gas do you 
waste cooking dinner?” or 
“You'll never know the flavour 
of pepper until you have ground 
your own.” An oblique approach 
such as “A gleaming bath tub is 
a source of genuine pride to the 
fastidious housewife” would pro- 
bably yield a “So what?” reply. 

About cliches the Australian 
Association cannot be too con- 


style in prose 


From the Australian Association 
of Advertising Agencies comes a 
“Do’s and Don'ts Guide to Radio 
Copywriters,” of which this is a 
summary. Study the Bible, 
Shakespeare, and Churchill's 
speeches, and write verse in order 
to cultivate a metrical style in 
prose writing is the advice given. 


temptuous especially 
radio: “The 
wants to produce radio com- 
mercials that will make sales 
must comb through his copy, re- 
move every lazy, loafing cliche 
and replace it with words that 
will work.” 

fhe start and the close of a 
radio advertisement are crucial. 
The first few words “should con- 
tain nothing of vital importance, 
particularly when it is a spot 
announcement likely to be 
dropped in between musical 
items.” The final word should 
have a hard rather than a soft 
sound in its last syllable. 

Inverted sentences should be 
avoided along with tongue 
twisters. The writer should also 
be on his guard against con- 
sonants coinciding at the end 
and beginning of successive 
words. So far as possible the 
sibilant “s” should be avoided. 

A word that can lead to 
trouble over the air is the con- 
junction “for.” Too often, the 
guide states, it is accepted on 
sight as a preposition and before 
the announcer realises it, he has 
to unravel his tongue and begin 
again. When using the word as 
a conjunction it should be re- 
placed according to the required 
shade of meaning by “as,” 
“since,” or “because.” 

The two most overworked 
words in radio are stated to be 
“Yes” and “Remember.” Every 
effort should be made to use sub- 
stitutes. Underscoring should 
be employed with great restraint 
As to the use of phone numbers 
the guide is wholly against it 
“unless it happens to be an an- 
nouncement purely concerned 
with the telephone number and 
nothing but the telephone num- 
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BRITISH DIRECT MAIL 
ADVERTISING ASSOCIATION 
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DIRECT MAIL CAMPAIGN 


195: LIMITED 


we J ee ee nes 
= L® - , f pao 
=? (\ ‘ ® ce 


~ wf 


This campaign was planned and pro- 2 


duced in association with our Client’s 
Advertising Depertment by 


DIRECT MAIL CENTRE LTD. 


6 GRAY’S INN ROAD - HOLBORN + LONDON + W.C.1 * CHAncery 5778 


The “SAMUEL JONES” Cup, for the best single letter, was awarded to British 
Overseas Airways Corporation, a Certificate of Merit being awarded to 
British European Airways. 

BOTH THESE LETTERS WERE REPRODUCED BY THE EXCLUSIVE 


“SILK PERFECTION” PROCESS OF OUR ASSOCIATE THE FACSIMILE 
LETTER PRINTING CO. LTD. 


THIS 1S THE 3rd YEAR RUNNING 
That the “SAMUEL JONES” Cup has been awarded to letters reproduced by the 


FACSIMILE LETTER PRINTING CO. LTD. 


THE,GREEN BANK PRESS ; BRAIDWOOD (STREET », LONDON «+ S.E.1 * HOP 2015 
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P ‘ years, until their recent move to Piccadilly, T. B. Browne Limited occupied 
a Hee $ 3 if this building, and progressively followed the varying trends which have brought 


Advertising to ats present indispensab'e position in industry always giving due 


consideration to the importance of provincial newspapers 


‘MANAGEMENT 


‘ADVERTISEMENT 
“ACCOUNTS 

* PURCHASING 
‘MECHANICAL 


All communications, including 
Advertisement orders, instruc- 
tions, copy and blocks must now 
be sent to the new address. 


“JAMES HEKAP 
(HANLEY 1925) LTD. TELEPHONE: CENTRAL 6000 


UNTIL FURTHER NOTICE - VOUCHER AND BACK NUMBERS 
DEPT., WILL REMAIN AT CARMELITE HOUSE. 


EDITORIAL and PICTURES DEPARTMENT remain at Carmelite House. 


J es R.H.PENNEY, Advertisement Director, a | 
W = =NORTHCLIFFE NEWSPAPERS G 


EVENING NEWSPAPERS: Hull Daily Mail -«  Fvening Sentinel, Stoke-on-Trent Derby Fvening Telegraph - South Wales Evening Post, ‘ 
Feho, Cheltenham —* Lincolnshire Echo WEEKLY NEWSPAPERS: Yorkshire & Lincolnshire Times, Hull + — Staffordshire Weekly § 
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The 
Southern Newspapers 


family 
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papers Ltd. cover a territory of immense diversity. Great 
industrial areas, cathedral cities and county towns; 
wealthy seaside resorts; and a prosperous agricultural 
terrain—all this and more represent an unequalled 


From eastern Hampshire to the borders of Devon the 
three evening newspapers published by Southern News- 
opportunity for your next test campaign. 


* Southern Daily Echo 


PUBLISHED AT SOUTHAMPTON, 
the premier passenger port, seat of Britain's youngest 
University and a great commercial and industrial centre. 
The circulation area of the ‘* Southern Daily Echo’”’ 
includes a great part of Hampshire, southern Wiltshire 
and the Isle of Wight. 
Head Office: 
PORTLAND STREET, SOUTHAMPTON 
Telephone 76341 
Branch Offices at Winchester, Salisbury, Andover and 
Newport (I. of W.) 


* Bournemouth Daily Echo 


PUBLISHED IN BRITAIN’S WEALTHIEST SEASIDE 
RESORT 

and most beautiful residential town. As a shopping 
centre Bournemouth is unsurpassed in the south. The 
adjoining towns of Christchurch and Poole have important 
industries and there is a prosperous agricultural hinter- 
land. The ‘* Bournemouth Daily Echo "’ covers intensively 
this important marketing area. 

Head Office: 
RICHMOND HILL, BOURNEMOUTH 
Telephone 3000 
Branch Office at Poole 


* Dorset Daily Echo 


THE COUNTY'S ONLY DAILY PAPER, 
published at Weymouth, famous holiday town and cross- 
channel port. Nearby Portland is the base of the Home 
Fleet and is famed for its stone quarries. Dorchester, the 
county town, and Bridport, famous for its ropes and 
twines, as well as the many smaller towns of ‘* The 
Yeoman Shire "' are covered by the ** Dorset Daily Echo.” 
Head Office: 
ST. THOMAS STREET, WEYMOUTH 
Telephone 804 
Branch Offices at Dorchester and Bridport 


FULL PARTICULARS and advertisement rates may 
be obtained from each newspaper or from: 
Head Office: 
PORTLAND STREET, SOUTHAMPTON 
Telephone 76341 
London Office: 69, FLEET STREET, E.C.4. 
Telephone CENtral 4352 


Going South 


from Worthing to Folkestone 
along the coast and inland 


Largest net sales in the area 


145,226 ABC 


flat rate 52/- per S/C inch 


Sussex Express and County Herald 


Hastings Observer Eastbourne Gazette 


Folkestone Herald Eastbourne Herald 


Bexhill Observer 


Fast Grinstead 
Observer 


“WAYWAROS HEATH 


SUS S E.X 
“vewes “Ore arf OURGENESS 


Worthing Herald 
Shoreham Herald 
Crawley and 


Folkestone Gazette District Observer 
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Where they live, enjoy life, spend their money, and read the 


South Coast Group 


Lennox House, Norfolk St., London, W.C.2. Temple Bar 6591 (3 lines) 
| Joint Managers C. Cassy and S. H. Roberts. 
' 


SOUTHERN NEWSPAPERS LIMITED 


| EASTBOURNE 


Accommodation and Events List (6d.) from 
E. W. LEE, Director of Publicity, Information Bureau, Rly. Sta., Eastbourne 
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VARIED PATTERN OF INDUSTRIES SPANS 
HOLIDAY CATERING TO COAL MINING 


By STANLEY OREANU, of 


HE south coast has a 

character that is hard to 
define, even if one is painting 
a Simple economic picture and 
not the elusive beau‘'es of its 
countryside. 


It takes part of its colour and 
its living from its long frontage 
on the sea, but not by any means 
all. It bears the imprint of 
London without being over- 
whelmed by the metropolis. It 
has no dominant industry and so 
its fortunes are not tied to any 
one market. It owes its means of 
livelihood to many sources, Con- 
siderable numbers of men make 
their living here from things as 
varied as coal, fruit, dairy-farm- 
ing, shipbuilding, aircraft, oil- 
refining, seaports and _ other 
people's holidays. 

In summertime holiday-makers 
come pouring down to the south 
coast from London and the Mid- 
lands and even further afield. In 
1951, according to a survey made 
for the British Travel and Holi- 
days Association, 4} million 
people took their holidays in the 
south and south-east, where they 
spent in the neighbourhood of £50 
million. Most of these people 
staved in the coastal resorts of this 
region, ranging from the Thames 
estuary round to Bournemouth. 

The table shows where the 
holiday-makers came from. The 
most noticeable thing is that the 
south, represented mainly by the 
resorts of Hampshire, the Isle of 
Wight and Dorset (the last-named 
lying outside our south coast 
region), has a more widely scat- 
tered holiday market than Kent 
and Sussex in the south-east; 33 
per cent of holiday-makers in the 
south came from the Midlands or 
further north, but only 22 per 
cent of those who took their holi- 
days in the south-east, Ease of 
communications is perhaps the 
main reason for this difference 
Bournemouth lies due south of 
Birmingham and can be reached 


without a wearying 
through London. 

To the hotel and boarding- 
house keeper it is important to 
know where his guests come 
from, especially if he has more 
ambitious ideas about adver- 
tising than the elementary one 
of sending brochures to those 
who came last year. The big 
hotel may do its advertising as 
a matter of course, but the 
managements of small hotels 
and boarding-houses — often 
scarcely know how to take the 
first step and if they do look 
into the matter and hit on the 
idea of advertising in the popu- 
lar press they may be appalled 
to discover that “classifieds” 
have no place for holiday ac- 
commodation. They finally 
retreat when it comes to taking 
space at up to £20 or more 
per column inch. 

Yet the market covered by 
small, unlicensed hotels and 
boarding-houses is a considerable 
one, for no less than a third of 
all the people who go away on 
holiday stay at places of this 
kind. That is why the results of 
the holiday survey have been 
publicised by the hotel press, 
together with suggestions as to 
how to get the best out of adver- 
tsing in local newspapers and 
special interest publications. 

Some of the smaller resorts 
have been finding the going hard 
these last few years and would 
like to see the holiday season ex- 
tended, possibly by changing 
August Bank Holiday from the 
first to the last Monday in the 
month. At Bexhill, to take one 
example, there were 165 hotels 
and guest houses in 1949. By 
November 1952 the number had 
fallen to 139 and it was estimated 
besides that 80 per cent of the 
established hotels and guest 


passage 


houses had changed hands since 
1948. 

Brighter news is that round the 
resorts 


Kent coast are making 


Research Services Ltd. 


HOLIDAY MARKETS 


Hotels in the 


2nd best areas 


South 
draw most guests from | ondon (29°5"%,) ; 
West Midlands (13°5°%) East Anglia (17°5%) 


South-east 
London (37°) 


South-West (13°5%) 


3rd best areas 
4th best areas 


Source: | HA 


good the damage inflicted by the 
winter's floods and it will be 
“business as usual” this summer. 
Road and rail communications 
have been got back into working 
order and the sea-fronts made 
ready to receive the crowds, 
There are signs, incidentally, 
that the south has become even 
more popular in recent years 
as a holiday region. Between 
the two surveys relating ta 
1949 and 1951 the number of 
people taking their holiday in 


the southern countics appears 
to have increased by well over 
$00,000. 


The south coast is a favoured 
spot for retirement as well as 
holidays, and towns such as 
Bournemouth have many old 
people among their permanent 
residents. Yet retirement and 
holidays have not to be given 


— 


Fast Anglia (10%) 
South (7 5 } 


South-East (15°5%,) 


4) North-East (9°5%,) 


W. Midlands (9°5",) 


survey on Holidays in 1951 


exaggerated importance alongside 


the varied activities of ports, 
manufacturing industries and 
agriculture. It is indeed difficult 


to make the south coast fit any 
simple economic formula. From 
one point of view, and a fairly 
comprehensive one at that, it 
may be regarded as a_ great 
stretch of countryside intersected 
by the routes radiating outwards 
from London. ‘These routes link 
London with the coast and are 
also the stalks along which new 
centres of industry and popula- 


tion have grown up = and 
flourished. 
Places like Basingstoke in 


Hampshire owe their growth of 
industry quite largely to being 
conveniently placed on London's 
lines of communication, ‘Through 
this ease of traffic London makes 
its influence felt, but in other 


Typical of the multiple 
Dover with its resort and port significance. 


importance of 


southern counties towns is 
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CALL OF THE SOUTH COAST 


Centre 
of attraction is 
Portsmouth & Southsea, 


where in addition to the increasing 
number of holiday visitors, the city 
will be host to record crowds for 
the Coronation Naval Review on 
June 15, and the 
Royal Counties Agricultural Show 
June 24-27 


Centre your advertising in the 
EVENING NEWS 
PORTSMOUTH 


and the 


HAMPSHIRE TELEGRAPH x POST 


the local newspapers 


LONDON OFFICE: 
85 FLEET STREET, E.C.4. Telephone CENtral 2845 


PRESS ADVERTISING ART CREATIVE PRINTING DISPLAY 


ALPHAR ~ 
ADVERTISIN G 


- & Cactboirne 


8 BOLTON ROAD EASTBOURNE PHONE 5323 


All the 
Residents 
of the 
ISLE OF WIGHT 
read 
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wa i 
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re 


| ern parts of Hampshire 


influence of 
varies u good deal in different 
parts Thus northern Kent is 
always in danger of being still 
further engulfed by London's 
outward spread, while the south 
and the 
remote 


respects the London 


Isle of Wight are too 
even to serve as convenient dor 
mitory areas for the metropolis 

Southampton gains its import- 
ance very largely from being 
London’s ocean terminus. In 
1949 no less than 52 per cent of 
the ocean passenger traffic to 
countries outside Europe 
travelled via Southampton and 
80 per cent of the passengers 
between Britain and the United 
States. Its position has been en 
hanced by the opening of the 
new Terminal Building for pas 
sengers and some rationalisation 
in handling dock labour, Em 
ployment in Southampton 
depends heavily on the port in 
one way or another. Apart from 
those directly engaged in hand 
ling traffic, about one man in 
seven is employed in shipbuilding 
and ship repairing. Largely inde- 
pendent of the port are certain 
other industries, including the 
manufacture of motor car bodies 
and aircraft 

Portsmouth also draws its liv- 
ing from ships, and its past, 
present and foreseeable future 
are heavily committed to the 
Navy It has been estimated, 
according to the Board of Trade, 
that two-thirds of the prosperity 
of the Portsmouth area depend 
on the naval base This over- 
concentration has led since the 
war to some unemployment. 
Portsmouth is not, however, as 
barren of light industry as are 
some parts of the country. Many 
light industries, especially those 
employing women and girls, are 


| established here, making clothing, 


| beer, 


Storage 


cigarettes and 
sumer goods A 
firms have lately moved to the 
Portsmouth area, taking advan 
tage of the easy labour position 

Portsmouth is surrounded on 
three sides by the sea and expan- 
sion to the landward side is made 
difficult by the obstacle of Ports 
down Hill that lies across the 
neck of the peninsula. To house 
its imereasing population Ports- 


other con- 
number of 


installations for 


Shell-Mex 
view looks west across Southampton Water 


mouth will have to 
it cannot 
ot Mr 
town of Havant 
be enlarged 

Other places in Hampshire 
scheduled for increases in popula 
tion under current development 
plans are Andover, Aldershot, 
Farnborough and Fleet, Basing 
stoke, Christchurch, Eastleigh, 
Fareham, Gosport, Hythe, Ring- 
wood, South Hayling, and Win- 
chester In the case of Basing 
stoke farmers have — strongly 
opposed the encroachment of the 
town on the countryside and so 
the proposed increase has been 
reduced from 18,000 to 15,000 
This is just one illustration of 
Hampshire's difficulties in urban 
expansion, since most of its 
towns are surrounded by good 
agricultural land 

The Isle of Wight, best known 
as a holiday -centre, also has a 
stake in the shipbuilding and air 


hop 
“swell” (in the 
Harold Macmillan). The 


since 
terms 


to the north will 


craft industries At East Cowes 
the great 140-ton Princess flying 
boats are built by Saunders-Roe 


Lately there has been some pros 
pecting for oil on the island, a 
development that is regarded as 
a mixed blessing by the hotel 
business. One industry that has 
ingeniously contrived to set itself 
up at Newport is the manufac- 
ture of greetings cards. This too 
is by nature seasonal, but its 
seasons complement those of the 
holiday trade 

Any movement of industry to 
the Isle of Wight is welcome, for 
there is always the danger that it 
will become too much of a holi- 
day island, stagnating in the 
winter months Young people 
drift away to the mainland to 
find work that will keen them 
occupied all the year round 

Of course there are limits to 
the number of people a small 
island can support. On the night 
of the 1951 Census there were 
about 96,000 people on the Isle 
of Wight, compared with over a 
milion in Hampshire, just short 


of a million in East and West 
Sussex and over 1} million in 
Kent. The total population of 


the region was 
3.790.000 in 1951 

East and West Sussex are two 
separate administrative 


approximately 


areas 


& B.P. at Hamble, Hants. This 
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LIST GAA 


BOURNEMOUTH 


The Pine City by the Sea 


At your 
service for a satisfactory 


Poster Display 


THE 
BOURNEMOUTH POSTER SERVICE 


ORCHARD STREET 


SA LES-T.A LK 


Silvery script on pastel papers says “Yardley, Yardley, 
Yardley” — and with such good effect that the « ustomer, 
too, says “Yes, Yardley, please’ . . . Another sale. 
Another instance of how personalised packaging pays. 
Another good mark for Sanderson Signature papers. 
These personalised box cover papers, used by so many 
leading manufacturers, can be created for any product, 


introducing any name or trade mark. ‘The extra cost is 


small, the attention value very considerable. Ask your 


box-maker for details. 


112 GLOUCESTER LL/ SANDERSON MAKE 


TEL 27847 nate | Sign ature Pa pers 
BRIGHTON . SUSSEX 2 BERNE! REET, LONDON, Wot 
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. for golden sands, gentle climate, 
/ | and, not least, a young agency which is 
| growing rapidly in the South Coast sunshine. 
There is still room for a few more 
\ far-sighted companies on our books, 


who want a new out-look on their 
advertising problems, 


\ — 


RODWAY SMITH LIMITED 
11 Lansdowne Road, Bournemouth. 


Tel. 245 


14 CARDS! 
A MISDEAL 


A GOOD DEAL MISSED 
UNLESS YOU ADVERTISE 
IN THE 
KENTISH EXPRESS 


HEAD OFFICE 
ASHFORD, 1181.5.6 


LONDON 
CEN, 4481 
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| erratically 


| Petworth, 
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divided by a line that runs 
south through open 
countryside to find the sea be- 
tween Brighton and Shoreham. 
Behind the string of coastal towns 
this is still largely a country- 
man’s England. Over an area 
of nearly a million acres there are 
few inland places of any promin- 
ence and none with as many as 
20,000 people. In the west are 
the towns of Horsham, Midhurst, 
Chichester, and 
Arundel, In the east, which 
covers a much greater stretch of 


land, there is Lewes, East Grin- 
stead, Hailsham, and very little 
else. 


But the countryside of Sussex 
is well populated. ‘The rich acres 
of the Sussex Weald and the hill 


country and farmland to the 
north up to the Surrey border 
support a rural population of 


nearly 150,000. 

The inland Sussex towns are 
important local market centres. 
Though in other respects they 
may seem of more interest to 
Baedeker than to the Board of 
Trade, individual industries have 
taken root here and there. Thus 
at Chichester the manufacture of 
meat and fish pastes at Shippam’s 
works has long been a staple 
source Of profit to the town, 
worth naming alongside its well- 
known tourist attractions. 

Down on the coast, where the 
towns are of more substantial 
size, industrial development has 
been conditioned a good deal by 
local policy. At Brighton a 
variety of manufactures are 
established and help to support a 
town that had grown to 156,000 
by 1951. Industry has crept west- 
ward along the coast from 
Brighton towards Shoreham, 
where a big new power station 
has recently gone up. 

While Sussex is shielded to the 
north by Surrey’s green acres, 
Kent, the remaining county in 


Coal 


mines are 
located at Chislet 
and Betteshanger. 


Reconstruction at 
Chisler will lift 
weekly output to 
more than 12,000 
tons by 1958. This 
is a view of Bettes- 
hanger. 


our region, merges into London's 
outward sprawl. Kent is expected 
in time to take more of London's 
expanding population, but with- 


out threat to agriculture, which 
is still the county’s major 
industry. 

The Board of Trade thinks 
Kent is a county that has 
struck an extremely good 
balance in its economy. There 


are very few parts of Kent that 

need special help in order to 

make a go of things. 

One place though with an un- 
usual problem is the western part 
of the Isle of Sheppey, including 
Queensborough and Sheerness, 
where additional population is 
needed to put the community on 
an economic footing. 

It has been suggested that new 
life might be injected into 
Aylesham, the still-born miners’ 
town of the “twenties. Aylesham 
provides a salutary lesson for 
town-planners, since the miners 
for whom it was created have 


preferred the mixed life of 
Canterbury and the coastal 
towns. Now other industries are 


likely to be brought into Ayles- 
ham and it is hoped the town 
will achieve a population of 
about | 15,000, 


SILK SCREEN 
PRINTING 


ANY SIZE OR MATERIAL 
BEST QUALITY & SERVICE 


QUOTATIONS BY RETURN FROM 


BRISCALLS 


77-79 NEW ST. ASHFORD KENT 
Telephone ASHFORD 664 


Head office: 
London office: 


Make the most of Thursday 
the day before pay-day. 
the Isle of Wight Times circulates among a quarter of 
the population of the Island, efficiently serving the needs 
of Greater Ryde and District. 


Plan for mid- 


Isle of Wight Times 


72 Union Street, Ryde, I1.W. Tel. 2128 
115 High Holborn, W.C.1 CHA 8752 


Published Thursday morning, 


week and use the 
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Starch evidence 


suggests that a 


page is a page whatever its size 


Figures from a U.S.A. research go to show that a full page 
advertisement in a pocket size magazine is just as likely to 


attract reader attention as a 


HAT is the comparable 

value to the advertiser of a 
full page (making allowance for 
variations in circulation) in a 
large size or a pocket size maga- 
zine? 

Is the pocket size page only 
equal to a quarter page in a large 
magazine, or is this a fallacy? Is 
it fair to claim that a page is a 
page, whatever its area in square 
inches? 


Starch figures for 

pocket-size journal 

Evidence from the U.S.A. sug- 
gests that the “page is a page” 
side has it. This evidence comes 
from the Starch organisation, 
which is accepted as an authority 
on reader reaction to advertise- 
ments, 

The American magazine with 


page in a full size journal. 


the highest circulation is the U.S. 
edition of The Reader's Digest, 
but this does not carry advertise- 
ments and so no Starch ratings 
are available. Runner up amongst 
U.S. pocket size journals is 
Coronet, with a circulation of 
getting on for three million. 

The average black and white 
page in Coronet has a Starch 
rating (for reader preference) 
almost as high as an average 
black and white page in Life, 
Look, or Saturday Evening Post. 
A full page in Coronet rates con- 
siderably higher than any frac- 
tional space in these three maga- 
zines. 

Below are the Starch figures: 

These figures are obtained 
from a two year analysis of 
Starch _ ratings. The period 
covered is July 1949—December 
1949: July 1950—June 1951. 


| Coronet 


Black-and-white page 
Black-and-white 4 page 
Black-and-white | column (} page) 


he may be in time... 


The chairman clears his throat. 


They’ ve all turned up 


— directors from client and agent, executive, 


block maker 


new catalogue. 


and seem ready to discuss the 


But though there’s no empty 


place, they are still one man short. 


The whole project depends on paper, 


yet no-one there would call himself a paper expert. 


Do call in Spicers paper consultant before it’s too late. 


He may save you from so many wasteful errors. 


Aa 


ADVERTISER'S WEEKLY 
Bookshelf 


Will help find the 


answers 

Britannica Book of th “” 
(Encyclopacdia Britannica, : s) 

We in the advertisin usiNness 
are regarded by our frends and 
clients as know-alls not, of 
course, in the unflatter:ng sense 
of the term, but as mincs of in- 
formation. We are asked ques- 
tions about the most extraordi- 
nary things, and expected to pro- 
vide the answers. Generally we 
don't know them, but most of us 
do know where to find them. I 
is part of our job 

This is where a volume such as 
the Britannica Book of the Year 
is sO valuable. It brings up to 
date, year by year, the mass of 
facts to be found in the 
Encyclopaedia itself. lt provides 
a source of reference by which 
the general knowledge gicuned by 
day-to-day reading can be rein- 
forced. 

Up to its traditions 
standard js the 1953 volume, in 
which the events of 195) are re- 
corded and described. To attempt 
to summarise the wild range of 
subject headings would be im- 
possible. They include, of 
course, advertising and the press. 
One of the most important 
articles, that on Great Britain, is 
contributed by David R. Prosser, 
editor of the Western Mail 

The fact that editors of trade, 


1953 


high 


And the suggestions he offers on paper 


can give an added force and character to the job. 


technical and specialised journals 

figure again and again among 

the contributors shows what a 

wealth of expertise is to be 

found in this field of journalism 
C.D.R. 


Hlow money works 


Teach Yoursel} Money, by J. 1 


(English Universities Press, 65.) 

It is a truism that to under- 
Stand advertising one must have 
some comprehension of econ- 
omics. And economics can hardly 
be understood without some grasp 
of the nature, purpose and func 
tioning of money. 

This book, written lucidly and 
with the minimum of technicality, 
can therefore be commended to 
students of advertising. They will 
find the chapters on international 
aspects of money, including the 
balance of payments and the 
determination of rates of ex- 
change, and that on post-war 
monetary problems, especially 
topical and illuminating. C.D.R, 


Hanson 


Wood engraving 


Severin 
clearly 
illustrates its theme, Different tech- 
niques are shown by 16 pictures of 
the same subject. The 100-odd pages 
are packed with useful information. 
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SHOULD) TECHNICAL 


JOURNALS 


CHARGE FOR TYPE 


SETTING? 


Advocates chasing the shadow 
and not the substance 


HEN he opened for the 

Agencies at the perennial 
Agencies versus Trade and 
Fechnical Press match on the 
ADVERTISER'S WrEekKLY ground, 
K. G. Briskham bowled some 
pretty fast balls. 

His provocative Prade 
journals should charge for type 
setting” was supported by a clos 
ficld of five significant results 
which he clammed would follow 
from this charge; and they were 
indeed significant, for if they ever 
were achieved the advertising 
pages of the technical and trade 
press would be lifted into a world 
of fantasy where — publishers, 
printers, agencies, advertisers and 
accountants would be — trans 
formed from bloodthirsty ogres 
into amiable, sleek, and happy 
Giood Fairies 

Whether this role would really 
suit them is a matter of conjec 
ture but none can dispute, least 
of all the oublishers, the com 
plete desirability of achieving the 
results | which Mr Briskham 
claims would stem = from this 
simple act of charging advertisers 
for type-setting. They were 

Rationalisation of rates by the 

removal of a hidden subsidy 

\ better standard of presenta 

tion of advertisements 

A reduction in the number of 

last-minute panics 

A strengthening of the argu 

ment in favour of the adop 
tion of standard type areas 

A more economical operation 

by the publishers 


Why type setting 
is not charged now 


The hub of the matter is, of 
course, whether a type-setting 
charge would, alone, really pro 
duce such a rich harvest of im 
provements, but before coming 
to that let us consider why type 
setting is not already charged to 
advertisers as a matter of course 
on the sound commercial prin 
ciple that nothing in business js 
free and that anything which ap 
pears to be free is to be viewed 
with particular suspicion since its 
actual cost is bound to be dis 
guised in the bill somewhere 

Publishers are fully aware of 


A technical journal publisher replies to the arguments put 
forward by K.G. Briskham (Advertiser's Weekly, April 9). 
when he advocated that such journals should charge for type 


setting. 


This contributor doubts whether charges, even if 


practicable, would result in the benefits Mr. Briskham claims. 


this principle and appreciate the 
justice of Mr. Briskham’s charge 
of “hidden subsidy” for they 
would never attempt to deny that 
the type-setting bill jis footed 
somewhere by someone not 
themselves and it is certainly not 
footed penny for penny by the 
advertisers who make use (or 
abuse) of this apparently free 
service 

As idealists they would natur 
ally like to see the question pro- 
perly resolved but, as realists 
plying their trade in a hard com 
petitive world where time is also 
money, they cannot find an econo 
mic answer—and this is why. 

Most printers of trade and 
technical journals charge — the 
publishers for their work on the 
advertisement pages at two fixed 
rates, one for a page where com 
plete blocks are provided or 
matter is already standing, and 
unother charge for a page upon 
which type-setting is involved 
whether one word, one |ine or, 
in theory at least, one hundred 
lo break up the type-setting costs 
for individual advertisements 
of which there may be up to 
cight on a page-—and to charge 
these to the publishers for charg- 
ing out to the = advertisers 
obviously raises a problem which 
though purely administrative is, 
nevertheless, complex and which 
can only be resolved by the ex- 
penditure of time (and therefore 
money) in costing and invoicing 
It might well be that the money 
sO spent might prove more than 
the saving it was intended to 
effect and therefore the rational- 
sation of rates by removing the 
hidden subsidy” might result in 

movement un rather than a 
movement down. To justify this 
conclusion it might be as wel 
to examine the actual extent of 
this tvpe-setting question 

An analysis of the advertise 
ment pages of a recent issue, be- 
lieved to be average, of a weekly 
technical journal provided the 
figures shown in the accompany 
ing table 

In this journal there were 76 
pages of advertising carrying 114 
advertisements of which 36 in 
volved type-setting to the tune 
of 2.881 words. At the worst it 


that 36 
the 
printers at 
rate and that 36 advertisers 
were receiving a free type 
setting service or, in other words, 
the hidden subsidy to which the 
other 78 advertisers were contri 
buting Although impossible to 
compute the exact value of the 
2.881 words in terms of pounds, 
shillings and pence, it could be 
as low as £7 or us high as £14: 
a division of amounts 
amongst the 114 advertisers gives 
a figure between Is. 3d. and 
2s. 6d. This, of course, is a 
simplification and the figures are 
based on the analysis of only one 
issue Of One journal, but they do 
give an indication of the actual 
extent of the problem from 
which it may be seen that, in 
terms of hard cash at any rate, 
it is not really very considerable 


could be said 
were charged to 
by the 


pages 
publishers 
the higher 


these 


Top-heavy 

administrative problem 

It has been shown that to 
charge out for — type-setting. 
though desirable as conforming 
to a commercial principle, might 
create a top-heavy administrative 
problem for printers and pub- 
lishers and it has been shown that 
the charges involved are in any 
event comparatively slight. Now 
to revert to the main contention 
that to charge type-setting would 
result in’ the achievement. of 
what might be called = Mr 
Briskham’'s five claims 

It would be difficult to sub 
Stantiate any suggestion that the 
advertisement rates of the trade 
and technical press are unreason 
ably high. A survey would show 
that the relation between circu 
lation and rates is on the whole 
well balanced and the number of 
advertisement pages carried 
would seem to confirm — this 
Since there might be a danger 
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that in rationalising the rates by 
charging for type-setting the rates 
might rise rather than fa or at 
least remain unchanged it 
would seem that the removal of 
this “hidden subsidy” might be 
like cutting off 
spite one’s face 

The better presentation of ad- 
vertisements, especially desirable 
in this particular field, depends 
not so much on whether type-set- 
ting is done by the publishers and 
is or is not charged, as on the 
greater understanding by adver- 
tisers of what advertising ts all 
ahout and the realisation that a 
bald announcement is one thing, 
that a_ carefully thought out, 
halanced, intelligible advertise- 
ment is another. 

Advertisers must realise that 
simply by buying space and pro- 
viding the publishers with a 
photograph or very old block 
(probably of their works or 
offices) and a suggestion of what 
their product or service does may 
conform to an old-established 
convention but it is not advertis 
ing. Publishers are in a difficulty 
with these clients for they can 
not refuse their custom and can 
hardly, as Mr. Briskham suggests, 
give editorial criticism of the re- 
sulting presentation even though 
the advertisement pages do form 
part of the whole journal and 
cannot be and should not be 
entirely divorced from the edi 
torial A\l that the publishers 
can do is to employ good lay-out 
men with typographical know 
ledge and not hesitate to suggest 
improvements or innovations 
but publishers are publishers and 
not advertising agents and it is 
this which should be impressed 
upon = advertisers Whether a 
charge for type-setting would 
help to drive this home is a moot 
point considering how slight the 
charge would normally be 

Last minute panics are emi- 
nentliy undesirable but sudden 
changes of cony and all the other 
numerous events and = circum 
stances which contribute to them 
are as endemic to periodical pub- 
lishing as the smell of printers’ 
ink to a printer; it is fanciful to 
think that a type-setting charge 
would liquidate them and = jn 
any case the editorial would go 
on creating them. Standardisation 
of type areas demands a discus 
sion to itself: here is a truly 
thorny and complex problem to 
the solution of which a type 
setting charge can only at the 
best contribute a mite 

Finally the question of a more 
economical Operation by pub 
lishers. On the assumption that 
this means that the publishers 
can make their same profit while 
charging less for their services, 
then the question has already 

Continued on page 552 
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review of the latest technical 
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LEONARD HILL 
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FIBRES (NATURAL AND SYNTHETIC) 
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~/ 


Wy 
a new world 
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chemical treatment in 


Natural and Syn- 
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over the 
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chemical applica- 


ions, methods of laboratory, 
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ENGINEERING | 
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Stratford House 
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Successful linked publicity 
wide trade backing 


IG EVENT in the men’s 

clothing trade last month 
(May) was the staging of the 
first really impressive joint 
style show of ready-to-wear 
garments. And it was a success 
not only for the organisers 
and the trade in general, but, 
also, for a trade journal which 
had the vision to see the possi- 
bilities of the event from the 
start and which exploited them 
to the full. 

As an example of what can be 
done when the circumstances pre- 
sent themselves, the details of 
the event are worth recording, I 
feel 


Several months back, — the 
National Association of Out- 
filters announced that it had in 


vited the Wholesale Clothing 
Manufacturers’ Federation to put 
on a show at the retailers’ annual 
conference at Tunbridge Wells 
The invitation was accepted by 
the manufacturers and plans were 
laid for a combined static show 
and mode! parade of garments 
The trade journal, Men's Wear, 
reasoned that although © style 
parades and “still” shows were 
not a novelty in the men’s cloth 
ing trade, there were 
features about the 
event which made it 
well as a momentous 
In size and scope it would be 
probably the biggest all-male 
show of its kind yet put on in the 


several 
proposed 
unique, as 
Occasion 


| country and more manufacturers 


than ever before 
operating 


So Men's Wear planned its link- 


would be co 


| up with the show and the issue 


preceding the conference pre 
sented readers with a 24-page art 
paper supplement. It had an 
arresting frontispiece and five 
and-a-half pages of editorial, in 
cluding a review of the mer 
chandise to be shown by some of 
the main exhibitors. Not only 
was it a guide for those attend 
ing the function, but it carried 
the promotion to the far greater 
audience of outfitters who were 
unable to be present 

A most commendable effort 
this, but the story doesn’t end 
there. In an after-the-event lead 
ing article, Men's Wear issues a 
timely warning to the trade not 
to allow enthusiasm over the suc 
cess of the show to obscure the 


facts when considering — the 
future and, perhaps, bigger 
events. It is pointed out that 
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Arresting frontispiece for 
ference supplement, 


con- 


the Tunbridge Wel’s show was 
successiul partly because it was 
sponsored by the manufacturers’ 
federation, whose members have 
a profound knowledge of the 
men’s wear trade; because it was 
organised by a specialist with 
reasonable funds at his disposal; 
and, by no means least, because 
it was staged before a_ ready- 
made audience, assembled for the 
conference. 

Readers are told that on many 
occasions, particularly in recent 
months, Men's Wear has been 
asked to sponsor and organise 
exhibitions of men’s wear. But, 
while appreciating the comopli- 
ment, the journal feels it is in 
the interests of the industry that 
shows of this kind prom be 
promoted by trade organisations 
The time is right for increased 
promotion of men’s wear, and to 
be successful it must have the 
backing over the whole field 
the Associations should at once 
get together with the object of 
forming an exhibition committee 

* * * 
HE QUESTION of national 
publicity for the industry it 
serves is raised by British Jeweller, 
which says there seems to be a 
fairly widespread unawareness of 
the work which is being done in 
this direction by the National 


Jewellers’ Association, which is 
appealing for more funds. A 
suggestion has been made that 
the industry should appoint a 
public relations officer, but the 


journal wonders whether he 
could do any more than the 
N.J.A. whose activities are 


enumerated as follows: 

Month by month the Asso- 
ciation is earning for the in- 
dustry publicity which at ordin- 
ary advertising rates would cost 
many thousands of pounds. It 
is continually issuing to the 
press news stories about 
jewellery, silverware, fancy 
goods, purchase tax and a 
score of such matters which 
occupy the trade’s attention 
and may well be of interest to 
the general public. There is 
not a woman's page editor in 
the country who does not use 
this service, and such en- 
lightening items as “Gifts For 
A Coronation Year Baby,” 
“Spring Time Is Ring Time.” 
and “Gifts for Mothering 
Sunday” nearly always have 
their origin in N.J.A. “hand- 
outs.” 

Beyond this, the staffs of 
London newspapers and perio- 
dicals regard the NJ.A. as 
their first mews source in 
matters concerning the jewe! 
lery trade. It is unlikely that 
many jewellers subscribe to a 
press cuttings agency, but if 
they did they would see ample 


evidence of this publicity, 
much of which (and not the 
least valuable part) finds its 


way into the women’s features 

of local newspapers all over 

the country. 

I must say that sounds a pretty 
impressive record in the publicity 
field. It is suggested, however. 
that even more could be done if 
the trade co-operated more, with 
both finance and information. 

Quoting space rates of national 
magazines, British Jeweller says 
the figures demonstrate clearly 
enough that national advertising 
on an important scale is far be- 
yond the resources of the indus- 
try as it is now constituted. They 
give, too, some idea of the value 
derived from publicity, of how 
many times over the few thou- 
sand pounds a year spent in this 
way are repaid. 

“This question of publicity 
has exercised the trade for 
many years. Periodically it re- 
emerges with new vigour, for 

it is only in times of difficulty 
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are 


Your own 
‘Exhibition tn Print” 
at the 


cred KUROPEAN 
MACHINE TOOL 
EAHIBITION 


@ 
BRUSSELS 
ith—Ltth September 


The September 5th issue of The Machinist will be | The editorial pages will provide a general 

| 2th AUGUST | of exceptional value to British manufacturers of commentary on the exhibition and guide, a 

her date » , f machine tools and production engineering equip- breakdown of the number of exhibitors by 

t Th sue ment and particularly to those not showing at this countries, and a comprehensive review of 

- eair omprehe important exhibition. British machine tool exhibits together with 

e editor eview f | advance information on American and European 
exhibits at the | equipment. 


ENGINEERING 2 The issue will be distributed to each of the 
| MARINE & WELDING | 750 exhibitors’ stands. 


EXHIBITION 


3 An adequate supply for visitors will be 
Olympia - 3rd-I7th Sept. | available on the McGraw-Hill stand No. 1226, 
Hall ll throughout the period of the exhibition. 


In addition to our extensive home and overseas circulation, this is a unique oppor- 


tunity for you to be represented at Brussels by an “’ Exhibition in Print “’, in other 
words, use The Machinist as your Sales Ambassador through the medium of the 
advertisement pages and thus make certain of ‘' displaying "’ your products at such 


a gathering of important buyers from all over the world. 


For further details write to 
THE DIRECTOR OF ADVERTISING 


PLANT & PRODUCTION ENGINEERING 


McGRAW-HILL PUBLISHING COMPANY LIMITED 
McGRAW-HILL HOUSE, 95, FARRINGDON ST., LONDON, E.C.4 
Telephone: CENtral O91 
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- continued 


or apprehension that the need 
becomes apparent When 
things are bad people feel that 
more should be done to adver 
tise the trade's products, yet 
that is the very time when they 
are least willing or able to 
spend money for that purpose 
And publicity, like press adver 
lising, costs money.” 

And no one will disagree with 

that reasoning, I'm sure. 


* * * 


T IS good to see more and 

more trade journals adopting 
the policy of setting out to advise 
and educate their readers on the 
various aspects of sales promo- 
tion. In the past, the smaller 
retailers in most trades have been 
apt to consider the finer points 
of advertising and display, etc., 
as something beyond — them, 
something which belonged com- 
pletely to the bigger fellows and 
the stores. In this enlightened 
age, however, there is a growing 
yearning to be able to do it “the 
modern way,” and the trade press 
is teaching them how it's done 


And this isn’t confined to re- 
tail outlets proper; the service 
distributors, too, are getting their 
share of assistance jn their adver- 
tising and sales promotion prob 
lems. Power Laundry has started 
a monthly series of practical 
articles, contributed by C. D. 
Rant, editor of Advertiser's 
Weekly, and the shoe repairers 
are asking for and getting advice 
in the columns of their trade 
journal 


It all boils down to the wider 
appreciation on all sides of the 
finer points of selling which 
must be considered under the 
modern more highly-competitive 
conditions. 


* * * 


TINHAT A_ knowledge of the 

. selling points stressed to con- 
sumers in national advertising 
can be a most valuable aid to the 
retailer in selling sounds obvious 
enough, but how many retailers 
take the trouble really to study 
these ads.? I'll hazard a guess 
that the vast majority seldom 
consider the point. They are 
content to sit back and wait for 
the demand to work itself up 
without their assistance, apart, 
perhaps, from displaying a show- 
card or window sticker. 


Of course, the attitude might 
be excused where national cam- 
paigns for a host of similar lines, 
like detergents, are carried on 
simultaneously; in fact traders 
might well be advised to keep 
quiet, rather than add to the 
confusion of claims, But, in 
general, the trade journal which 
encourages its readers to get 
better acquainted with the manu- 
facturer’s selling plan as seen 
through consumer — advertise- 
ments, is doing a valuable ser- 


Legal 


I 
SOLICITORS JOURNAL 


Reaches an in- 
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scribe to the only 
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Decorating Trade 
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The Journal of Decorative 
Art & British Decorator 


The Leading journal for all associated 
with the Painting and Decorating Trade 
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Gas 
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Newspaper and expert technical weekly 


Gas Service 


The specialist for Gas Sales and 
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THE PAPERMAKERS WEEKLY JOURNAL 
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equipment. 


“INDUSTRIAL GAS"—Selis gas 
fred furnaces, dryers and gas 
heating equipment. 

Both are under the Editorial Direc- 

tion of Dr. W. F. Coxon, M.Sc. 
F.R.LC., F.LM., M 


Enquiries: 
ARROW PRESS LIMITED 
157 Hagden Lane, Watford, Herts 


Telephone: Gadebrook 2308/9 
Telegrams: Techpress, Watford. 
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Health, Hygiene and 
Sanitation 


World’s Leading journal for 
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Royal Sanitary Institute 
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Local Government 


SURVEYOR 


And Munipe! and Coucty Logineer 


The Powerful and Trusted 
Journal for all 
Advertisers 
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Fruit Trade 


lf you sell anything from 
a light bulb to a heavy 
vehicle, the fruit trade 
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THE 
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this vital industry. 
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Published by 
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Furnishing Trade 


Transport 


Heavy Clay 


Industries 


SERVING THE CERAMIC INDUSTRY 
The Refractories Journal (Official Organ 
of The Refractories Association of Great 
Britain). Claycraft (Official Organ of the 
Institute of Clay Technology) Cc 

est for Machinery Makers and Ceramic 
Manufacturers at home and _ overseas, 


(Published at 34 Townsend Drive, St 
Albans, Herts.) Annual Subscription: 30s. 
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TRANSPORT 
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Your announcement in “ P.T.” 

reaches operators and manufac- 

turers of the world’s largest road 
vehicle fleets. 


PASSENGER 
TRANSPORT 


Telephone HOLBORN 99145 


vice for both sections. So the 
laurels go to the Grocer which 
Stresses the point in an article in 
its monthly supplement 

The writer, “an advertising 
man,” points to the customer 
who may have considered buying 
a line she has seen advertised, but 
is a little doubtful about it, per 
haps because she has not tried 
it or heard of anyone using it 
He advises 


“Bring the product to her 
notice and Mention one or two 
of the selling points brought 
out in the advertisement. Un- 
consciously, she reacts to this, 
She hears you, an experienced 
third party, attributing to the 
product exactly the same 
unique features that she herself 
has learnt to expect of it, and 
becomes noticeably less hesi- 
tant and more ready to buy, 

“In your daily ‘reading,’ it 
is also rewarding to notice how 
the advertisement sells the line; 
whether it appeals to a 
woman's desire to save money 
or time, or whether it appeals 
to her pride in doing her 
housekeeping duties _ better. 
You can effectively use the 
same appeal, but use it natu- 
rally and sincerely, of course.” 


+ * * 
ERE’S YET another example 
of trade press service, Im 
mediately following the announce- 
ment of purchase tax changes in 
the budget, Chemist and Drugegist 
took steps to add to its already 
partly made-up issue of April 25 
additional pages so that manu- 
facturers of products affected by 
the changes could speedily an- 
nounce their new prices to the 
trade 
Some 30 advertisers, 


including 
many national 


advertisers, took 
advantage of the service pro- 
vided to give to the chemist 
trade a comprehensive and up-to- 
date list of new prices in con- 
formity with the alterations in 
purchase tax 

In addition, the editorial pages 
of the journal contained nearly 
2,500 prices, incorporating tax at 
the new rates announced by the 
Chancellor of the Exchequer on 


April 14 
* * y 

A PROPOS MY 
month on the 


special annual trade 


remarks last 
subject of 
conference 


issues of trade journals, Robert 
M. Holbrow, managing editor, 
tells me that for the fourth suc 
cessive year, Newsagents Book 
sellers Review, the official organ 
of the National Federation of 
Retail Newsagents, Booksellers 


and Stationers, will be producing 


a four-page daily 


newspaper in 
connection with the organisa- 
tion’s annua! conference, at East- 


bourne this month 


Printed locally during the night, 
' Conference Reporter, containing 
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Sell to the Shipping Companies 
through the advertising columns of 
The Chief Steward 
and Ships’ Stores Gazette 
The only paper published to interest the Catering 


and Purchasing departments of the Shipping Companies 
and Ship Stores Merchants. 


Send for a specimen copy and rate card: 


Chief Steward and Ships’ Stores Gazette, 26/28 Billiter Street, E.C.3 
Telephone No. Royal 5322 


A reliable medium for HOME 
& EXPORT advertising, reach- 
ing the firms that matter, read by 
executives in all branches of the 


3 : THE : MA Metal and its allied industries. 
METAL iy hile WEEKLY 
BU LLETIN 


TUESDAYS & FRIDAYS 
aT wee 


Published by 


b nOWCARD fy PAINT, OIL 
REN & COLOUR 


SILKSCREENARTS U2, = JOURNAL 


97 SHIRLEY ROAD. CROYOON 
ADODISCOMBE 3147-6 


HIGHEST GRADE 
CLEAN © SHARP 
CRAFTSMANSHIP 


SPEEDY SERVICE 
) EXPRESS » 
DELIVERY 


| journal in the 


PAINT FIELD 


with 


A.B.C. 
CIRCULATION 


figures 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS} 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2 HOLborn 252! 


@ Most of the really good 
enlargements are made by 


AUTOTYPE ae of course 


The Aut Co. Ltd. Brownlow Rd 
London, wis Ealing 269! 


83/6 FARRINGDON ST., LONDON, E.C.4 
Telephone : City 4788/9, 6640 


a TR 


METAL INFORMATION BUREAU LTD. | 
Birkett House, 27 Albemarle St., London, W.! | 
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® TRADE PRESS VIEWPOINT continued 


news items, gossip pars, a full 
report of the previous day’s pro- 
ceedings and photographs, will 
be delivered at the delegates’ 
hotels in time to. be read at the 
breakfast table on four days 
Sufficient copies will be printed 
not only for the 800 or more 
de'egates and visitors to the con 
ference, but for the 12.000 or so 
readers who will not be attend- 
ing, being collated and inserted 
in the normal weekly issue 

Mr. Holbrow considers that 


early morning delivery of special 
conference editions is better than 
a rush same-day job, because 
better and fuller reports can be 
carried and delegates are in a 
more receptive frame of mind in 
the morning to read of their 
deliberations, than during the 
evening of the same day when 
they are thinking primarily of re 
laxation and entertainment. I am 
inclined to agree there, despite 
first-hand knowledge of some 
conference morning hangovers! 


WEFR-EVD KOU Vint P 


Conference 
retina er 


Velivered to 


our hoid before breakfast 


y 


Fditerial Camment 


a 


Your own daily THE DELEG A TES | Ts Sixteen | 


wna o> ARRIVE 


—But later 
than usual 


aoe Wee Conmectom 
hot, 


Service ia «the 
Avynote Gratwick 


| years ago | 


Front page of daily newspaper issued by National Federation of Retail 
Newsagents, Booksellers and Stationers during the annual conference 
period. 


® SHOULD TECHNICAL JOURNALS CHARGE FOR TYPE 


SETTING —continued 


been begged for it has been 
shown that, in fact, their charges, 
all round, might be greater if they 
did remove the “hidden subsidy.” 
But this does not mean that pub- 
lishers are not always seeking to 
make their operation more 
economical to the advantage of 
all simply that this is not one 
practical way of doing it. 

The conclusion must be that 
Mr. Briskham in saying ‘“Tech- 
nical journals should charge for 
type setting” is chasing the 
shadow and not the substance 
And the substance? Look at the 
last column of the analysis. Of 
114 advertisers, 72 placed their 
space orders and their presenta- 
tion requirements through a re- 
cognised agency: 42 advertisers, 
for some reason or another, 
chose not to use the services of 
the professional—and in nine 
cases out of ten it was almost 
certainly ignorance of the service 
which the professional coula 
give. In all probability those 42 
advertisers were exactly those 
receiving the hidden subsidy and 
the whole problem of charging 
for type setting might well be 


resolved without further compli- 
cation if they and others like 
them had used the professional, 
for then the causes of the pro- 
blem would have been removed 
and no problem would remain 


The really vital part of Mr. 
Briskham’s article is his sugges- 
tion of a brochure telling adver- 
tisers and potential advertisers 
what the agencies are for, what 
they can do, how they differ and 
so on—in fact a lucid but hard- 
hitting piece of sales promotion. 
Here is a genuinely practical idea 
which would benefit advertiser, 
agency and publisher alike. Dis- 
tribution would be simple -what 
impartial body will take respon- 
sibility for its production? 


“Motoring through six reigns” is 
the theme of the Coronation num- 
ber of The Autocar. It is developed 
in articles on Royal motorists, his- 
tories of manufacturing firms, with 
illustrations of vintage-model cars, 
and present-day productions for 
export. The crimson cover has a 
plaque enclosing stylised represen- 
tations of an old and new car, sur- 
rounded by Royal insignias in gold. 


7 ae ~ 
‘ome —_— -— a F 
; a 
i “ 
: 
ee = JN 
iia 
. 
oe 
as 
= 
= 
sae 
pb 
4 
a 
7 : | 
| PC ‘ 
fe | 
: ee 
ye } 
% 
y = J | 
7 s : P 
a 
i | 
4 g ' 
: ; 
>: ae 
: a 
| hada oe ae ~ 
oe | a ae vy 
" he ATi ig le] 2, . 
y » maybe buviness attains ar” ° ° . » 
: os hove became enove pressiag - be — p 
5 bur whetever the cause. dele ; ys bh 5 
“4 1 gates hes pour were later than , ae ‘ é 
| - at ia avevwung tor the C . a R 
“ 4 aah Or Seante ree bis oa Bes ~~ “0 
ae : om <@ — os ae = 
4 | : enone a ee SP 
' : “> , : 
"aie a _ . regen cee relee scent acca reas nd tae, te 
ee . ‘ ‘oviget. a08 dare ott Yhap Whm’das I eee, weal sea Me 7 
i, * - - e ; . 
ee 1 . ad . ' ‘ wrowerears Fuh even forget tune 
ae - med ap the (range a “et — . 
; FP ae = : = ey a = = : 
4 7 . Weare Sorta ~ p oon + roms 
7 . . w . 
x i; . a. 1 or » . , * ‘ 
A | 
: | 
‘4 | 
— | a 
sy | ; 
; ‘ ! 
“ences oF Tee 
’ cme aetna | 
“DAY-GLO”? printers | 
or cmeusnoms | 
scasiiaaiieailaalaanianianitienteaatisicianilnamnmenitiels 
- ' 
| ONLY | 
| 
| 
- ++ @ symbol of | 
f 
PO 
| || 
| 
| . 
; | a a 
_—__| 
— 
- —_____ ____.________________@gm___———_ $C. 
ghee = 
es ; : , me a. Pate eee, 
“g, sf ; oe ae) . a SS oe — i oe A d ae a 
Po FA r ae as: | a OS <j XS ee oe <*> re eee VR ON cl ae j ees 


JuUNt Th, 1983 


‘Cat hunting’ raises 


sales 


in Portugal 


IRCULATION was driven up from about 90,000 a day to 

220,000 when “O Seculo,” the pro-British Portuguese daily, 
ran an animal cartoon competition on a “Find the Cat” theme. 
This newspaper (which was placed on the Nazi “Black List” 
when the invasion of Portugal was planned) began popular 
competitions in 1907 with an animal theme. 


“Find the Cat” booklets are 
sold at about Is. 6d. each. In 
some copies the newspaper pub- 
lishes on the inside top left-hand 
corner a verse which has to be 
stuck into the booklet under 
either a comically drawn animal 
or human figure. When a “Heads 
in the Air” com- 
petition was 
organised some 
years ago heads 
were published 
and had to be 
affixed to bodies 
sketched in the 


contest booklets 

Every day during the run of the 
competition lucky numbers are 
disclosed providing very worth 
while prizes—-suites of furniture, 
bicycles, holidays abroad, sewing 
machines, cars. cases of whisky, 
radio sets, etc 

A week-long exhibition was re 
cently held in the old Opera 
House to illustrate the prizes 
offered in the “Find the Cat” con- 
test. Large crowds attended and 
there are said to be few men, 
women and children in Lisbon 
who do not own one or more of 
the competition booklets 

¥ ¥ ¥ 

The shipping firm of EF. Pinto 
Basto Ltd.. Lisbon, featured « 
large window show of coloured 
photographic reproductions of 
the British Royal Family during 


the Coronation period. Also in 
cluded were a view of West- 
minster, and a model of the 


Coronation coach. Great crowds 
turned up to see the display 


‘Find The Cat 
Large 


i aiuable 


Australia 


Opposition to a TV service in 


Australia was voiced by Eric 
Pearce, commercial manager of 
SKA. Adelaide’s Meth odist- 


owned radio station, when he 
gave evidence before the Royal 
Commission on TV. 

He based his viewpoint on the 
need to concentrate development 
on houses, transport and roads. 
He also stated that while TV 
would initially create employment 
ultimately it would throw people 
out of work 

Ihe Commission has yet to 
hear evidence and views in other 
States 

»” ¥ » 

First Australian edition 
Lagle ran to 87,000, Published 
May 21, and priced 9d., many big 
newsagents sold out first morning 

Editor is J. Collins, one- 
time editor of a local paper in 
the United Kingdom. Chairman 
of the organisation, Sir Lloyd 
Dumas, in Britain for the Coro 
nation, had arranged publishing 
rights during a previous visit. 


New Zealand 


Working in out-of-office hours 


an editorial committee, in co 
operation with 15 orinters, have 
produced Deadline, the annual 


publication of the Auckland Ad 
vertising Club 

Each printer undertook to print 
a section in return for a page of 
advertising plus a credit mention 
setting, spiral binding. 


The tyne 


prizes on show in the Lisbon Opera House. 
crowds attended the exhibition 


of | 
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7o Vorway- v* 
) 

: oom a Norway . 
BERGE \ eid ce os2e ) 
the capital of Western “a Ka ‘ 
Norway, is the second ad 


town and shipping 
centre in Norway 


Bergen, the seat of 


Norwegian Directorate of Fisheries, the most important 
town of the fishing industries and the home of the 


Norwegian textile 
centre. 


Bergens Tidende has a 95°, coverage in Bergen and is 
the main advertising medium of Western Norway. 


VBergens Tidende 


Bergens 


second advertising medium in Norway. 


U.K. Representatives: Joshua B. Powers, Ltd. 
14 Cockspur Street, London, S.W.1. Whitehall 3366 


the 


industry, is a fast-growing industrial 


Tidende you will find is the 


> 


* 


When planning an advertising 
“ campaign in Southern Africa, 


* 


consult 


Cape Town 
Durban 


Johannesburg 
National 


\ oi 


NEWSPAPERS LTD 


24 Holborn, London, E.C.1. Tel. HOLborn 4144 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 
SOUTH AFRICAN WOMAN'S WEEKLY 


RAND DAILY MAIL 


SUNDAY TIMES 

SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 

SPOTLIGHT 

FORUM 
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If the product involves.... 


Production 
Processing 
Testing 
inspecting 
Finishing 


of ferrous or 
non-ferrous 
metals 


METALLURGIA 


THe Beairisn 


JOURNAL OF META 


MUST CARRY YOUR ADVERTISING MESSAGE 


re, 
THE KENNEDY PRESS LTD 
LONDON OFFICE : 


EEC 
KING STREET WEST, MANCHESTER 3 
50 TEMPLE CHAMBERS, TEMPLE AVENUE, LONDON, E.C.4 


copies. 


....and now in Sweden 
A, & A. Magazine nett 
sales exceed 2,000,000 


Frank L. Crane 


GOVERNMENT 
CHRONICLE 


™ anny *” coverage and forceful SELLING 


TE CARD from rng Advertising Offices 


21-22 GROSVENOR STREET: LONDON, 


(D) F.W.S 


Telephone GROsvenor 7452-3-4 


PADDINGTON 
ADVERTISING 
COMPANY 


Dabo Nc TON Ome? 


_ 37 SPRING STREET w.2. 


SILK SCREEN 


SSOCIATED 


RITCRAFTS w10 
PLEMDER PLACE, CAMDEN TOMM am, 
€USronw 1416-7 
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and outer carton were supplied 
on a similar basis. Advertising 


| pages were sold to help club 
) revenue 


Norwa 


A new record for newspaper 
circulation in Norway was 


| recently set up when Aftenposten 
| had a net sale of 216,900 copies. 


Norway's population totals just 


| over three million spread over an 


area much larger than the United 
Kingdom. 

The newspaper s previous 
record had been 193,000 achieved 
during the liberation period of 
1945, 


India 


Advertisers Come Into Their 
Own is the title of a booklet 
recently published by the Indian 
Society of Advertisers. The con- 
tents formed the address given by 
P. G. Rose, chairman, at the 
inaugural meeting of the Society. 

He drew attention to the fact 
that no figures were available in 
India giving the total appropria- 
tion of advertisers or how they 
were distributed among the differ- 
ent media: “The collection and 
publication of such figures 
should, in fact, become one of 
the constructive activities of the 
1.S.A.", he suggested. 

Advertising in India already 
ran into many lakhs of rupees, 
he said, but as the press expanded 

“and we are barely at the start 
of a vast expanding movement, 
which will be manifest as literacy 
grows and industrial development 
gains momentum” —the outlay on 
press advertisements would in- 
crease greatly 

It was, therefore. he added, 
appropriate that the interests 
represented by this enormous and 
growing investment in publicity 
should come together not only to 
protect their common interests, 
but to act collectively for the 
improvement of advertisement 
practices 

Readership research, marketing 
surveys, and public oninion polls, 
were other lines of work in 
which the association could well 
take an active interest. It was 
essential that the membership 
should embrace all advertisers in 
the country, both large and small. 
“As a purveyor of information 
alone,” declared Mr. Rose, “the 
society should be a highly useful 
agency for the bulk of adver- 
tisers, who to-day are hardly in 
touch with the enormous ad- 
vances that have taken place 
elsewhere.” 


Aden 


Sole advertising representatives 
in the United Kingdom for AI- 
Nahdha are The African & 
Colonial Press Agency Ltd. 

Circulation is about 5,600 
copies (65 ner cent in Aden) and 
the language is Arabic. 


Austria 


Arrangements have been made 
for the Publishing and Distribut- 
ing Co., Ltd., London, W.C.2, to 


June 11, 1953 


handle advertising and subscrip- 
tions for The Austrian Econo- 
mist, the English language 
publication. A similar arrange- 
ment has been made in connec- 
tion with the German economic 
weekly Der — Oesterreichische 
Volkswirt. 

The latter is one of Austria’s 
oldest indenendent economic 
publications. 


Germany 


The second Fair of Printing 
and Paper to be held in Germany 
will take place in Dusseldorf 
May 1954. Floor space will be 
45,000 sq. metres as against the 
18,450 organised in 1951, when 
attendance totalled 310,000 with 
over 35,300 coming from abroad. 

* * * 

General representatives in the 
United Kingdom for the leading 
Cologne newspaper Kolnische 
Rundschau are Albert Milhado 
& Co., Ltd., London, §.W.7. This 
newspaper also handles a Bonn 
edition, Bonner Rundschau. 


Rhodesia 


Biggest exhibitor among the 18 
countries to be represented at the 
Rhodes Centenary Exhibition is 
expected to be the Union of 
South Africa whose stand will 
cost more than £100,000. 

Among the 19 independent 
pavilions will be one for De 
Beers containing a million pounds 
worth display of gems and gold. 
The Wankie Colliery will feature 
a five-ton piece of coal. 

Total exhibition site will be 50 
acres, 


Finland 


Economic and commercial con- 
ditions in Finland are described in 
a survey nublished by H.M.S.O. 
priced 4s. This is the latest in 
the Overseas Economic Survey 
series issued by the Board of 
Trade, 


Switzerland 


For the first time the New 
York Art Directors Club Exhibi- 
tion will be featured in Europe 
when from July 3-19 jt opens in 
Lausanne. Arrangements are in 
the hands of La _ Fédération 
Romande de Publicité. 

The American exhibition wil! 
be accompanied by a display of 
“S50 Years of Swiss Poster Art.” 


U.S.A. 


—_—_——_ 

Effective January 1 next the 
guarantee of U.S. News and 
World Report moves up from 
$00,000 to 625,000. 

The exnectation is that sub- 
stantially more than 625,000 
copies will be delivered when the 
new rates go into effect. When 
the 500,000 guarantee became 
operative last January the 600,000 
net paid work was passed in 
February, 

The renort is claimed to reach 
“Very Important Purchasers” in 
business, industry, government 
and the professions with high 
incomes matching their positions 
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PATRA’S ANNUAL 
MEETING 


The Printing, Packaging and 
Allied Trades Research Associa- 
tion is holding its annual general 
meeting and luncheon at the 
Connaught Rooms, Great Queen 
Street, Kingsway, London, on 
July | 

Chief speaker at the luncheon 
will be Dr. C. H. Clarke, director, 
Unilever Ltd.: Sir Guy Harrison, 
president of Patra, will take the 
chair 

There will also be an exhibi- 
tion, open from 11 a.m, to 4 p.m., 
main theme of which will be the 
application of scientific research 
to problems in the printing and 
packaging industries lypical 
problems will be disnlayed and 
exhibits will show the methods 
used in solving them 


1953 


Launderers to hold 


sales conference 

The first conference of the 
newly formed sales group of the 
Institution of British Launderers 
Ltd. is to be held at the Raven 
Hotel, Droitwich, on Saturday, 
June 27, 

L. W. Desbrow, research man- 
ager of the S. T. Garland Adver- 
tising Service Ltd., will discuss 
“Methods of Sales Promotion,” 


and H. Lumsden Taylor, 
governing director of County 
Luxdon Laundry Ltd., Sunder- 
land, “Successful Laundry Sell- 


ing.” 


PLASTICS EXHIBITION ATTRAC! S 
‘CREAM OF THE INDUSTRY 


The hope that the British 
Plastics Exhibition would estab- 
lish itself as a permanent feature 
was expressed by C. E. Wallis, 
managing director, Associated 
liffe Press, when he opened the 
second show and convention at 
Olympia on Monday. 

The results of the first venture 
in 1951 had been very satisfac- 
tory and the current event which, 
he said, represented the “cream 


of the industry,” had been 
received with even more en- 
thusiasm. Fullest support had 


been forthcoming from the in- 
dusiry and in particular from the 
British Plastics Federation, 

Exhibition and Convention 
have again been organised by 
British Plastics and special men- 
tion of the role played by Iliffe’s 
wus made by C. S. Dingley, 
chairman of the Federation. 

It was, he thought, an open 
secret that the Lliffe organisation 
had had to dip deeply into their 
pocket for the first exhibition. 
The fact that they were repeating 
their efforts was evidence of their 
confidence in organising ability 
and in the industry. “There is 
every indication,” he added, “that 
the confidence will turn out to be 
fully justified.” 

The most spectacular develop- 
ment in the industry since the last 


show is considered to be the 
technique of large structural 
moulding. ‘The delta wing pro- 


duced by the Ry craft 
Establishment at ba ough 
was, in fact, mould from 
asbestos reinforced pla At 
the exhibition two hu ould 
ings derived from th CESS 
may be seen along with iz & 
square water tank and in, ft 
long car body 

Also on show is the fi vhibit 
of photogravure printing on thin 
PVC sheet. This is des das 


an advance on silk screen or 
roller printing. American machin- 
ery 1S at present emoloved 

Feature of the exhibition dis- 
play is the provision of a grand 
stairway leading from the ground 
to the first floor. This has been 
built immediately facing the main 
entrance to defeat the impression 
sometimes gained in this hal! that 
what is not on the ground floor 
is of lesser importance 


. 

The legacy which 

Cyril Griffiths, of Cardiff, 
honorary secretary of the South 
Wales and Monmouthshire 
branch of the Incorporated Sales 
Managers’ Association — since 
1948, was installed as chairman 
at the annual meeting at Cardiff. 
He will continue to act as 
secretary. 

Speaking of export ditheulties 
Mr. Griffiths said: “I believe we 


are suffering to-day from the 


—= The Bournemouth Times Ltd. knows intimately what 


a fine job “Canada Review” is doing for the United 


Kingdom and Canada. 


We know the work 


that went 


into it from the 


Thomson Newspapers organisation, Toronto, and 
later from their London office to make it the fine 


publication it is. 


For the Bournemouth Times Ltd. were picked as the printers of 
Canada Review and to provide as well those ancillary services* which 


are so important to a periodical Publisher. 


Congratulations, then, to Mr. Roy Thomson in helping to keep the 


links strong between Canada and Britain. 


*Services provided to publishers by the Bourne- 


mouth Times Ltd. and associated Hardy Press 


include, if required, distribution nationaliy and 


internationally; the handling of 


subscriptions 


including promotion and follow-ups; addressing 


wrappers 
making 
rotary 


stencils And 
Machine capacity includes high speed 
presses equipped with 


THE BOURNEMOUTH TIMES LTD. and ==: 


of = course, 


block 


siltchers. 


associated HARDY PRESS 


Periodical printers and Newspaper publishers 


BOURNEMOUTH WEST, ENGLAND 


And at 80 FLEET STREET, E.C.4 


Westbourne 63271 


CE Ntral 2626 
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Ad. ‘censorship’ 
is opposed 


Kenneth Holmes, head of a 
Hull surgical appliance manufac- 
turing company, has told the 
executive counc)! of the Hull 
National Health Service that he 
will not appear before the 
Pharmaceutical Service Commit- 


tee to answer charges of a 
breach of the advertising regu- 
lations 


Mr. Holmes, who was told that 
he could not use the words “con- 
tractors to the National Health 
Service” in advertisements, says: 
“We are not members of the 
Pharmaceutical Society, and will 
not be a party to advertising 
censorship. We hold contracts to 
supply goods under the National 
Health Service and to the 
Ministry of Pensions, and that, as 
far as I can see, is contracting 
to the National Health Service. 
A business house should be the 
best judge of its advertising.” 


dogs our exports 


effects of those years when we 
produced an article and told our 
foreign customers, who, at that 
time, could get nothing else, "You 
take this and like it.) They 
remember this treatment, And 
they remember that the crafts- 
manship and quality usually 
associated with ‘Made in 
England’ were absent.” 

Mr. Griffiths succeeds E. V. 
Jupp 
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Believed to be the largest coloured 
Photo-enlargement of the Queen in 
the London decorations, this picture 
measuring VN ft. by 6 ft. was erected 


outside the 
Display 


( ook's 
in Lad 


premises of 
Productions Lid 
broke Grove. 


The place of 
local papers in 
national life 


That the Scottish local news 
paper had a place in the national 
life of even more importance 
than the great national daily was 
stated by Sir James Fergusson of 
Kilkerran, Keeper of the Records 
of Scotland, when he proposed 
the toast of the Scottish News 
paper Proprietors’ Association at 
their annual dinner 

It was read from cover to cover 


and it circulated not only in its | 


native region but all over the 
world wherever sons and daughters 
of that region were found; even 
advertisements were read more 
assiduously than at home. Con 
cluding, Sir James said he felt 
sure that Scottish newspapers 
would face any troubles of the 
future with the same triumph as 
in the past. 

Officers elected at the annual 
meeting of the Association: presi 
deat, DD. Maclean Ballantine 
Cumnock Chronicle; vice-presi 
dent, W. H. Dunlop, Avr Adver 
fiser; jumor vice-president, T. 1 
Buncle, Arbroath Guide; secre 
tary, A.C. Campbell Whyte, J.P.; 
treasurer, James Martin, Kirkin 
tilloch Herald 


Extensive publicity 
for cookery contest 


The Gas Council has planned a 
nation-wide cookery competition 


for youth entitled “Youth in’ the 
Kitchen.” It will be advertised 
extensively by local gas boards 
throughout the country Already 


large space advertising has been 
launched by the Fast Midlands Gas 
Board 

The Gas Council have 
poster which will be displayed 
throughout the country Various 
rounds will be held and the final 
will be staged at the Pestival Hall 
in London on April 6, 1954, 


issued a 


Exhibitions « Displays 


Puastic 
Dispiay 


[nits 


FOR QUALITY DISPLAYS 


36-37 MAIDEN LANE STRAND W.C.2 
TEMple Bar 0397 


J. WATSON (London) & CO. LTD. 


Displays in Plastic 
and Metal 


BASSEIN HOUSE - BASSEIN PARK ROAD 
LONDON, W.12 + Telephone SHE 4363 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER I5 


BLACKFRIARS 0856 


THE EARLY FIRM 
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Commercial Artists 


Silk Sereen Materials 


VERY RARE! 
‘ photographic ’ 
RETOUCHING 


a ‘natural’ retouching 
essential to good advertising 


Phone CHAncery 3902 


SMH 


53 Doughty Street, W.C.| 


a —— 


TUDOR ART AGENCY {TD 


representing 


FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C.4 
HOLborn 6841 CHAncery 3506 


The CHANGEABLE PRICE TICKET 
Specialists 


Free lance representation required in 
many areas. Write for terms to 
CAMDEN PRICE TICKETS 

48 Westbourne Gardens, Hove 3, Sussex 

Hove 39684 


{ doubless 


/ aAWT SEWVICE 


3 MENTION flown ROA. LONOON, Ww 


sin MODEL 
SCREEN MAKING 
\L oantar & EXHIBITION 


STOKES & DE 
STUDIO 
for London's finest 
FIGURE RETOUCHING 
7 Wine Office Court, Fleet St. E.C.4 
CENtral 6656 


MILLE 


- 
» ™ 
“ 


Es Packaging 
I [ [ Booklets 
Folders 

Forum | 


Design 

ART SERVICE LTD. 
10-12 BURY PLACE, Ww. /4*e“! 
CHA 4121 


—_—_—_———— 


COOK’S 


DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 
"Phone PARK 8652/4 
EXHIBITIONS - DISPLAYS ~- SIGNS 
FLUORESCENT SPECIALISTS 


167-171 QUEENSWAY, al 


Process Engravers 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


Cy 
NY 
/ SCOTTISH STUDIOS ~~ 


( AND ENGRAVERS LTD } 
DUBRIEN HOUSE 1% CLYDE ST Giascow / 


OUBRIEN GLASGOW ~ 


% CITY oes 
“Ems 


Advertising Novelties 


Advtg. Pencils 


and all types of 


Advertising Gifts 


Send us your enquiries. Let us suggest gifts 
ANGLO FANCY PRODUCTS LTD 
ulacturers 


37 ai ae 


- London, N.W 
Phones Hampstead 5es8 and Cieasons 768 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course ! 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport. Tel. STO 3375 


Silk Screen Services 


Services & 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


SHOWCARDS . POSTERS 
WINDOW BILLS + CUT-OUTS er 


LICENSED DAY=CLO PRINTERS 


my “uni 


SILK SCREEN 
PRINTER 
10 Many 
NATIONAL 
MOVERT Sens 


W.C.RAYMENT 


RAY SIGN 
DURHAM ROAD. LONDON.N.7 


ARCHWAY: ee ©: 


SILK SCREEN PRINTERS | 
HYPNOCOLOR 


15-16 Gough Square 
Fleet Street, E.C.4 
CITY 2787 


| First in Fluorescence | 


ip WENDELL RD, LONDON, W.12. | 
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CS cce 


General Printers 


THE CABLE PRESS 
OFFERS 


a first-class printing 
service for production 
of 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 


The Cable gm & Publishing 


0. Ltd. 
62 DOUGHTY ST., W.C.1. HOL 7771 


OFFSET 
COLOUR 
PRINTING 


* 

H. MANLY & SON LTD 
19 FINSBURY ROAD 
WOOD GREEN LONDON N.22 
BOWES PARK 3802 


* HiGuest Quatity 
ComPETITive Prices 


TRADE 
PRINTING 
LITHO 


Photo-O ffset, Multi- 
colour work, Showcard 
Prints, Posters, etc. 


LETTERPRESS 


Four Colour Process, 
IMustrated Catalogues, 
Brochures, etc. 


F. W. WHITE & CO. 


Letterpress & Photo Litho Printers 
ALBION HOUSE, NEW NORTH ST. 
THEOBALDS RD., W.C.1. HOL. 9431 


Editorial and 
Production 


Please note new address 


H. Parry Jackman 
(Governing Di H &G Jackman Ltd) 


39a BARTHOLOMEW CLOSE, E.C.1 
Telephone MON 2616 
for the production of literature 
for propaganda and sales from 
the copy stage to the final bind- 
ing and distribution. 


General Engraving 


ii. E. SH ILSTON 
2 BRIDLE LANE, LONDON, W.1 
Phone GER 1888 


Engraving Specialists 


Cut-Letters 


$57 


Photographe vs 


THE NEWBOLD WELLS 
COMPANY 


specialists in 
GIANT ENLARGING 
COMMERCIAL PHOTOGRAPHY 
ARTISTS STUDIO WORK 
BLOCK MAKING 
PRINTING ETC. 


Quality Work 
at Competitive Prices 


10-11 DYERS BUILDINGS, HOLBORN, E.C.1 
CHAncery 3186 


COLORGRAPH 


* Color Photography 


* Print or Transparencies 
* Color Library 
* Advertising Models 


8 BREAMS BUILDINGS 


LONDON, E.C.4 - CHAncery 3416 


display 


lettering 


Cut-out relief lettering, 

ready gummed, 12 types, 3/16°-8" 
LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, $.W.3. Tel. FLA 6816 
ORDER DEPT. 3 All Saints Road, W.I! 


Tel. PARK 9431 


Photographers 


Blocks & Dies 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 


for cut-outs. Cutter crush dies for 
showcards, etc. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.! 


CLE 6474 


No more black and white, Please! 


COLOUR 


PHOTOGRAPHY 
ONLY 
COLOUR 
— PRINTS 
— TRANSPARENCIES 
— SEPARATIONS 
PULITZER 


5 KENSINGTON HIGH STREET, W.8 


WESTERN 2647 


Est. over 40 years 


LONDON ART SERVICE 


PHOTOCAAPHICILTO 


Chichester Rents 
Chancery Lane WC? 
COMMERCIALL ADVERTISING 


WATE ABO, | 
LAT YD) 
Spectalists in 
Photo-l:nlargements 
in Tone and Lune 
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Camberwell New Road 
S.E.3. 


PHOTOGRAPHERS 


RODNEY s811]2 


- —— 


AC.K.WARE service includes 
an extensive library of Colour 
and Monochrome pictures 


A.C.K.WARE (Ace gaa.) LTD. 
284 Basinghall St.. London. £ C.2 


Mi leopetten W4-7 


(Continued on page 564) 
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of a) y 
r'V news whets 
. 
appetite for 
*. 
hewspapers 
Alan B, DuMont, one of the 
carhest commercial exploiters of 
electronics and television, told 
the American Newspaper Pub 
lishers Association that the 
broadcasting industry purchased 
more than 18 million dollars 


the nation’s 
This figure will be 


space in 
press in 1952 


| doubled, perhaps tripled, he said, 


as new TV. stations are con 
structed and additional receivers 
acquired in 1953 

He noted that 264 
dollars worth of TV time in 
1952 was purchased by national 
advertisers who spent $26 million 
dollars in newspapers, adding “it 
is heartening to observe that 
over-all) newspaper advertising 
was estimated at more than two 
thousand million dollars 

“We can conclude that ‘TV 
news merely whets the appetite 
for knowledge of current events 
obtainable in the daily press.” 

At this meeting “Advertas Re 
search” reported an increase in 
day-time viewing of television 
from 38 per cent in 1952 to SI 
per cent at the present time 


million 


Cerebos praise 
for market 
research 


The value of market research 
was referred to by the chairman 
of Cerebos Ltd. (W) Arnold 
Innes) in his annual report, 

Referring to the keen competi 


| tion with which the comoany had 


had to contend he said: “In this 
connection we have found the 
various types of market research 
undertaken to be of considerable 
value, particularly in enabling us 
to direct our sales and advertising 
activities with a maximum effect 


commensurate with the most 
economical expenditure 
‘Our various advertising and 


sales promotion campaigns have 
once again proved very successful 
and | would like to express my 
appreciation to our friends in the 
grocery trade for their co-opera 
tion and help in furthering these 


various projects 


| of Ceylon 


Agents: Alfred Pemberton Ltd 


J . 
Ceylon’s new 
° 
evening paper 
Ceylon has a new evening news 
paper Janata The publishers 
are the Associated Newspapers 
Printed in Sinhalese, 
the major language on the island, 
the paner has an initial circula 
tion of 20.000 It sells at the 
equivalent once of threepence 
Space buyers from leading ad 
vertising agencies were present at 
4“ party to introduce the paper at 
the company’s London office in 
Regent Street 
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WESTMINSTER 
PRESS CHIEFS’ 
LONG SERVICE 


A NOTABLE chapter in’ th 
history of the Westminster Provin 
cial Press Group finishes at the end 
of this month when J. Bowes 
Morrell relinquishes the position of 
chairman and W. Raymond Derwent 
that of managing director. Both 
however, are remaining on the 
board, and Mr. Derwent is to be 
elected chairman of the Bradford 
and District Newspaper Company 
with which his family has been con 
nected for so many years. Hh 
eldest son, Alan R. Derwent, is 4 
director and gencral manager, the 
third generation to occupy these 
positions. 

This year Mr. Morrell celebrates 
his golden jubilee as a newspaper 
director, as it was in 1903 he was 
elected to the board of the Northern 
Echo which subsequently became 
the foundation paper of the West- 
minster Press group. He has been 
Sheriff and twice Lord Mayor of 
York, is an honorary freeman of 
the city of York, is an honorary 
doctor of law of Leeds University, 
and last year was president of the 
Printers’ Pension Corporation. 

Mr. Derwent has had nearly fifty 
years in the newspaper industry, first 
with the old Bradford Daily Tele- 
graph of which his father, the late 

C. Derwent was then general 
manager. In 1920 he joined Sir 
Charles Starmer and was appointed 
general manager of the Nottingham 
Journal and the Nottingham Evening 
News, and in 1927, on the death of 
his father, he returned to Bradford 
as general manager of The York- 


shire Observer and the Bradford 
Daily lelegraph. 

Mr. Derwent has been on the 
council of the Newspaper Society 
for twenty years and for the past 
four has been chairman of the daily 


newspaper panel, From 1936 to 
1944 he was a director of the Press 
Association and was chairman in 
1942-43. For six years he was a 
director of Reuters and with 
Alexander McLean Ewing, of the 
Glasgow Herald, and Sir William 
Haley, then of the Manchester 
Guardian, formed the commitice of 
the Press Association which nego- 
tiated the sale of a fifty per cent 
interest in Reuters to the Newspaper 
Proprietors Association and the 
setting up of the Reuter Trust. 


C. W. Hayes moves 
to Raphael Tucks 


AFTER nearly 20 years with 
Odhams, where he founded and 
developed their press and public 
relauions division, C. W. Hayes has 
left to head the newly formed pub- 
lic relations department of Raphael 
Tuck & Sons Ltd. He left with a 
cheque from Odhams, an inscribed 
gold watch from his colleagues, and 
a record of notable public relations 
activity behind him. 

r. Hayes worked for advertising 
agencies and in private practice as 


a publicist before going to Odhams 


in 1934. During the war he was 


ADVERTISING MANAGER’S CORNER 


pavilion, 


The Real Test 


When you're an Advertising Manager, it’s fatal 
to find yourself stumped for an idea. 


You're a 


pretty important chap as long as you can keep 
the crowd asking for more of the same, but as 
soon as you run out of fireworks you're apt to 
find somebody else trying on your pads in the 


So it’s not for the sake of a ribboned coat, but 
simply to keep your place in the team that we 
suggest you arrange a little helpful coaching by 
the Harris Advertising Blues. 
right out there and “knock ‘em for six.” 


Then you can go 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel: GREG 


3295-6 


seconded by Odhams to _ the 
Ministry of Supply; was press officer 
of the directorate of Salvage and 
Recovery; and was responsible for 
the Government's press and broad- 
casting campaigns for salvage re- 
covery and tyre economy 

Among the organisations and in- 
stitutions with which he has been 
associated as public and press rela- 
tions consultant are the Hospital for 
Sick Children, the W.V.S., the 
Musicians’ Benevolent Fund, the 
British Red Cross Society, King 
George's Jubilee Trust, Queen 
Alexandra's Royal Army Nursing 
Corps, the Printers’ Pension Cor- 
poration and the Readers’ Pensions 
Committce, 


* * * 


"TWENTY-NINE thousand miles 
is the modest total covered in cight 
weeks by E. TT. Barnett, export 
sales manager of Biro Swan Ltd., 
who has returned from a tour of 
the Far East. The main purpose 
of his visit was to renew acquaint- 
ances with Biro agents, and to make 
contact with the agents of Mabie 
Todd & Co., who were recently 
taken over by the Biro group. 


Popularity of the 
Poppinjays 
Two years ago cight men from in 
and around Fleet Strect who often 
met on Friday evenings fixed up a 
friendly golf match at Laleham for 
the following day. The practice 
continued ; they were joined by other 
colleagues and friends and _ finally 
began calling themselves, unoffici- 
ally, the Poppinjays—after Poppins 
Court where they met on Fridays. 

Prime mover in this social get- 
together was “Tony” Harris, of the 
Evening Standard. “Conspirators” 
with him were Frank Gough 
(Express), E. G. Steel (Standard), 
Reg. Richardson (Sporting Record), 
and L. Barlow-Lawson, B. Mulcahy 
and T. Raiment. 

From small beginnings. . . A fort- 
night ago 32 golfers played in an 
invitation Coronation meeting at 
Laleham, and at the prize-giving a 
motion to turn the Poppinjays into 
a formally-constituted golfing 
society was enthusiastically wel- 
comed. The working committee in- 
cludes, in addition to the founder 
members, W. Gale and Ronald 
Jones. 


* * * 


From Mitcham, South Australia, 
Nonald Vickers writes to tell me that 
he has joined Webb Roberts Mc- 
Clelland Pty., Ltd. One of the 
largest agents in South Australia, it 
handles Kelvinator, Chrysler, and 
Tintara wines among other accounts. 

In England Mr. Vickers used to 
be managing director of Design 
Group Ltd., before forming his own 
sales efficiency and market research 
organisation, He regularly contri- 
buted articles on packaging to 
ADVERTISER'S WEEKLY. 

He tells me that there are 
Oranges, lemons, and olives in his 
garden. He also contirms what 
many other immigrants have found: 
Australia is no ready-made Eldorado 
where the Government “does every- 
thing for everybody,” but it is a 
great land of opportunity for any- 
one prepared to work. 


O.C.Co-Ordination 

Major Norman Kark, as O.C. 
Co-Ordination of the Royal Tourna- 
ment, Organised the luncheon on 


Tuesday given by Major-General 

. A. Gascoigne, G.O.C. London 
District, to launch this year's 
Tournament. He gathered together 
the biggest collection of newspaper 
men this year, including press lords, 
newspaper and magazine owners, the 
editors of the nationals and the 
weeklies, the B.B.C. and the news 
reels. 

This job, which must take up a 
considerable amount of his time, is 
a labour of love, and last year the 
Tournament was responsible for 
donating no less than £50,000 to the 
Services Charities. 

The Queen, accompanied by the 
Duke of Edinburgh, attended the 
opening performance. 


* * * 


Nor merely is L. S. 
advertisement manager of The 
Western Morning News; he is also 
vice-chairman of the Plymouth 
Coronation Decoration and Display 
Committee. It was his idea that a 
short film for showing in west 
country cinemas should be produced 
to publicise the Plymouth Corona- 
tion Shopping Festival, June 4-13. 
Made by Plymouth Films, Ltd., 
under the direction of J. Dooley, 
this five-minute colour short is 
apparently good enough to have 
been booked by a large number of 
cinemas. It shows places of his- 
torical interest, new housing estates, 
industries, shops, and rebuilt areas. 
Alvar Liddell reads the commentary, 
written by Mr. Trant. 


* * * 


PROSPECTIVE Conservative can- 
didate for the Broxstowe (Notts) by- 
election is A. J. Gorman, advertising 
and display specialist, a prominent 
member of Nottingham Publicity 


Club. 
Contact 


WEEKS WISECRACK 


“He finds that golf helps 
him to plan imaginative 
approach shots.” 
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ADVERTISER'S WEEKLY 


THE INSTANTLY SUCCESSFUL 
TAILOR & CUTTER PUBLICATION 


ADVERTISING SPACE FOR 
1954 EDITION 
NOW BEING BOOKED 


N.B. 
Advertisements are accepted only 


from a limited number of firms 
selling high quality goods or services. 


RATES AND FULL DETAILS 
ON REQUEST 


Address The Advertisement Director: Mr. Keith Fraser 
TAILOR & CUTTER HOUSE, Gerrard Street, London, W.| 
Gerrard 5353 


The magazine for: the well dressed man, the connoisseur, the bon viveur, 
the club man, the man who fishes, shoots, golfs, travels, the man who 


enjoys life at every angle, the man who wants the best of everything 
and commands the means to get it. 
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Christmas extra, plan on November 


and illustrated in colour and 


than 100 pages with 


complete coverage 


sold from September to 


restricted to eight colour 


Copies of “The Motor Cyele” being 


Hifle Press) provided visitors in the 
Isle of Man with exceptionally high 


owned by Flight, an associate 


reports and pictures of the tir 


overnight photoer 


train's leading publishing houses. 
24 publications, Temple Press Lid. 13 
hers 
Also represented are “Engineering,” 
McGraw-Hill Publishing Co., Ltd. D. G. C. 
issociated Iliffe Press, is the British representative at the Fair, 


560 


Christmas plans for “Woman” 


tinished copies of The Motor Cycle 
being ferried back by air early on 
fuesday morning. At approximately 
11.15 am. on Tuesday, a 
D C-3 seft Northolt carrying the 
bulk of the copies which were after- 
wards transported to newsagents 
throughout the Island. 
* * * 

The Daily Sketch on Saturday 

published a four-page guide to the 


Derby printed on green tinted 
paper. Several bookmakers took 
space. 

* * 
Current issue of the National 


Newsagent, Bookseller, and Stationer 
is the biggest published in its 51 
years. It includes over 60 pages of 
advertisements, 

# ¥ 

Net sale of the Daily Telegraph 
for May was 1,009,081 copies daily. 

* ” * 

July issue of Man’s World is 

printed in colour throughout. 
* * # 

The summer number of The Times 
British Colonies Review is enlarged 
to 48 pages and many of them arc 
devoted to the Rhodes Centenary 


which is being’ celebrated in 
Rhodesia next month. 
* * * 


With Friday's issue the Ardrossan 
& Saltcoats Herald completed 100 
years of publication 

* * * 

Ihe overall page size of the 
second issue of Man About Town, 
the new annual publication of 
Tailor & Cutter Lid., will be raised 
to Il in. by 8&4 in. and the number 
of editorial pages will also be in- 
creased. To be published next 
spring, there will be a minimum first 
printing of 50,000, 

* * % 

The New York Herald Tribune 
has narrowed its page by an inch 
and expects as a result to save more 
than £110,000 a year on newsprint 

* oa 


* 
The 110-page Humber Ports 


Annual contains a review of the 
activities on Humberside during 
1952. It carries a message from the 
Lord Mayor of Hull, 


years Canadian International Trade Fair in 


S§ technical, trade and specialised 


Asso- 
(Publishers) Ltd. 5, Machinery 
“*Machiner\ 


Mockridge, an 
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CORONATION SPECIALS 


Scottish paper used 
full colour 


Kemsley’s Scottish newspaper, the 
Daily Record, claimed to be the 
only daily newspaper to celebrate 
the Coronation with full-colour 
printing—red, blue, yellow and 
black. Besides a front page in 
colour, framing a picture of the 
Queen wearing her crown, the issue 
contained three whole-page adver- 
tisements in colour. The reproduc- 
tion in full colour of the National 
Savings advertisement showed the 
State Coach passing a line of 
Grenadier Guards, and the Surf and 
Regent Petrol colour pages also 
stood out in a 32-page issue packed 
with Coronation pictures, including 
many whole page pictures and one 
double spread. 

* * * 

A presentation volume containing 
the two Coronation issues of Picture 
Post, with a message from Edward 
Hulton on the fly leaf, has been 
produced. The red board covers are 
decorated with black and white 
crowns, the front cover carrying a 
handsome portrait of the Queen on 
an embossed bronze disc.  Spirex 
binding is used. Copies of this sou- 
venir will be sent to a sclected list 
of well-known figures in the adver- 
tising world. 


35 full colour ads. 


Coronation number of Country 
Life has 196 pages, of which 85 are 
devoted to advertisements, 35 being 
in full colour. The full colour cover 
displays the insignia of the Order of 
the Garter. section contains 
a photographic record of the cere- 
mony, the production of which in 
so short a time is described as a 
notable printing achievement. 

¥ * * 

IMustrated went to press 24 hours 
after the Queen returned to Buck- 
ingham Palace from the Abbey. This 
issue was on sale to the public on 
Monday, June 8, two days before 
usual. 


* * * 
Greetings from the President of 
the Board of Trade (Peter Thorney- 
croft), the High Commissioners for 


AND HOW THEY 


In British West Africa the daily 
newspapers associated with the 
Daily Mirror and Sunday Pictorial 
companies set up sales records. 
The Daily Times of Lagos had 32 
pages, double its normal maximum. 
Circulation exceeded 100,000, almost 
100 per cent increase. 

The Daily Graphic of Accra, ran 
24 pages and the circulation in- 
creased by some 15,000 over the 
previous level of 42,000 


he Daily Mail of Freetown, 
Sierra Leone, which had a circu- 
lation of under 2,000 when it was 
acquired last year by the Daily 


Mirror and Sunday Pictorial com- 
panies, increased the number of 
pages from 4 to 12 for the first of 
its Coronation numbers, and the cir- 
culation was some 2,100 over the 
previous level of 5,500. 

* * * 


The Argus of Melbourne increased 
its sale by over one third on the day 
after the Coronation. The circula- 
tion, normally around 150,000, 
jumped to about 200,000. The Argus 
scored with its offset colour presses 
which, built in England, pro- 
duces pictures and advertisements in 


Australia, New Zealand and 
Pakistan, together with those from 
leading figures in the industry, were 
included in the 288-page Corona- 
tion issue of the Shoe and Leather 
News. It had a gold cover and car- 
ried pictures of the Queen and other 
members of the Royal Family. 
* * * 

The Times Weekly Review this 
week was enlarged to 40 pages and 
gave full coverage to the Corona- 
tion with pictures and descriptive 
reports. Supplies were flown to 
many parts of the world. 


Forty-eight hours after 


Within 48 hours of the Queen’s 
leaving the Palace for her crowning, 
the 180-page Coronation issue of 
The Queen was available in a 
golden coloured cover, and giving 
a full pictorial record of the Coro- 
nation service and_ celebrations. 
Print order was 170,000 copies. 
To speed production and eliminate 
the time of stereotyping, two original 
blocks of cach picture were made 
and all settings and corrections were 


duplicated. The printers, Keliher, 
Hudson & Kearns Ltd., sent one 
forme to the machine while the 


other was being set. The last formes 


for the issue were printed simul- 
taneously on 8 flat-bed cylinder 
presses, 

* . 


Harper’s Bazaar had a gold title 
piece and included many advertise- 
ments in full colour. 

¥* * * 

Full page colour portraits of the 
Queen and the Duke of Edinburgh 
are included in the Coronation issue 
of Weldons Ladies Journal. 

* * 

The Kentish Mercury recorded 
local celebrations in its first 20-page 
issue since before the war. 


The front pages of last week’s 
County Express for Worcestershire 
and Staffordshire and the Ludlow 
Advertiser were overprinted with a 
blue crown. 

* * 

[he Coronation edition of the 
British Legion Journal had a four- 
colour cover, the first in the paper's 
history. Charrington’s took the back 
cover for a colour ad. 


TOLD THE WORLD 


full colour at newspaper speeds. 
Before midnight on Tuesday 3 p.m 
London time—its first edition was 


on sale with radio picture coverage 
in black and white. By the early 
hours of Wednesday morning the 
paper was coming off the presses 
with a front page Coronation 
picture in full colour, and in a later 
edition an exclusive Coronation pic- 
ture wirelessed via America ap- 
peared in full colour. 
© * * 

A_ 16-page supplement published 
by The Times of Ceylon had a 
cover in full colour showing the 
Queen at the “Trooping the Colour” 
ceremony. 

* * 

The New York World-Telegram 
and Sun mentioned last week that a 
number of new Crown pieces had 
been flown to New York by the 
Daily Telegraph for distribution to 
their American friends. The Dail) 
Telegraph, dated June 3, carrying a 
full report of the Coronation, was 
on sale in New York that evening. 

- * * 

The New York Daily News sold 

100,000 extra copies on the day. 
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We Hear 


Cecil D. Notley Advertising Ltd. 
was formed 21 years ago to-morrow 
(Friday). The agency will be cele- 
brating the occasion at a later date. 

* * * 

McCann-Erickson Advertising Ltd. 
designed a Coronation National 
Savings stamp card for their clients, 
The Shredded Wheat Co., Ltd., who 
presented each member of their staff 
with one guinea’s worth of National 
Savings stamps to mark the Coro- 
nation. 

* * * 

The Association of Canadian Ad- 
vertisers is considering launching a 
campaign to advertise advertising, a 
recent survey having shown that 51 
per cent of Canadians interviewed 
felt that advertising increased the 
cost of goods. 

‘ . * 

The J. Walter Thompson Co., 
Lid., defeated the Radio Times by 
206-143 in an annual cricket match 
at Motspur Park. Julian Roebuck 
(J.W.T.) made 106. 

* ” * 

The Hoover Mobile Exhibiton is 
beginning its fourth summer touring 
season, bringing Hoover electric 
products to “Mr. and Mrs. Country- 
man” in rural Britain and in the 
county towns 


Oil on the water 


The oil industry will take part in 
the Royal iver pageant to be 
staged on the Thames between 
Greenwich and Westminster on 
July 22. Ronald Dickens has been 
commissioned to design the exhibit 
and its execution is in the hands of 
G. and W. Waller. 

* * * 
55,000 people watched the Daily 


Express Coronation Sheep Dog 
Trials in Wythenshawe Park, Man- 
chester, on Saturday. Cups and 
cheques were presented to the win 


ners by C. J. Lawrence, genera! 
manager, Daily Express, Manchester 
office. 

+ * * 

Hector Ross Radio Productions 
Ltd. have formed a new company 
Hector Ross Television Productions, 
It will produce television pro- 
grammes for British sponsorship. 

* * rd 

The floral decorations at Willing’s 
Press Service Ltd., in Grays Inn 
Road, London, have proved so 
popular that they are to be retained 
beyond the normal period of Coro- 
navion reporcing. 


‘This happy breed’ 


According to the 
economist and writer, Bessie 
Mott, “Public Relations is 
good breeding’—a_ definition de- 
scribed in Fortune magazine for 
June as “rather original.” 


American 


just 


A display of the latest men’s wear 
was presented on Tuesday at the new 
Time & Life Building. Organisers 
were the Men's Fashion Council. 

* * + 


FE. Blown is advertisement direc- 
tor of Cargo Handling, the new 
monthly magazine, price 2s. 6d.. 
published by Terminus Publications 
Ltd.. London 

» & * 

Publishing & Distributing Co., 
Ltd., have been appointed British 
representatives of Aireview the 


aviation journal published by 


Kantosha Ltd., Tokio. 
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Agency calls 11 clients ‘o 


a sales conference 


Sales directors and managers from 11 of the major clic its of 
Masius and Fergusson Ltd., met at the Savoy hotel, London, on 
Tuesday to talk over mutual selling problems and discu-. new 


merchandising techniques. 
Masius & Fergusson claim that 
this is the first time that an adver- 
tising agency has called a sales 
cenference on this scale among 
their clients. Between them the 
clients represented at the meeting 
spend £14 million annually on 


press advertising alone. 
The man behind the conference 
the first of a series 
Wynne-Williams, 


was J. G. 
director in 
charge of 
me rchandis- 
ing at Masius 


& Fergus- 
son. His 
idea is to 
help sales 


chiefs 
streamline 


their selling 
forces and 
make them 
more _ effici- 
ent to meet 


the challenge 
of increased 
competition 
in all fields. 

“At one 
time a slogan was enough to sell 
a product,” he told ADVERTISER'S 
Weekty, “Now an agency's work 
covers research, packaging, mar- 
keting, distribution, and not one 


J. G. Wynne- 
Williams 


Cecil H. 
Daily Mirror and Sunday Pictorial 
companies, is seen above with Gold 
Coast representatives who attended 
a Coronation eve party given at 
Geraldine House by West African 
Newspapers Lid., which is an asso- 
ciated company of the Daily Mirror 
and Sunday Pictorial companies. 

The picture includes (left) Nu 
Kwabena Bonne, an Accra chief in 
colourful robes, with his linguist 
holding a staff, and (from left to 
right) the four Gold Coast Govern- 
ment delegates: Hon. F. O. Asafu- 
Adjaye, Minister of Local Govern- 
ment and Housing: G. O. Awuma: 
S. D. Dombe, the Duri Nac Hon. 
4. E. Inkunisha, Minister of Labour 

Among the 150 or so West African 
representatives invited were leading 
personalities of Nigeria, the Gold 
Coast and Sierra Leone, in each of 


King, chairman of the 


of these factors on its 


vn os 


sufficient alone to do the job of 
' selling—least of all advertising 

“All of our clients represented 
at the meeting have mutus! prob- 
lems of handling a sales force. It 


is of value to us as an agency to 
help them to have bette 
organisations.” 

He emphasised that this was a 
sales conference, not an advertis 
ing conference. Where 4 com- 
pany had a sales director as well 
as an advertising director it was 
the representative of the sales 
department who was invited 


sales 


The eleven companies repre- 
sented at the conference are 
stated to have a total sales 


volume of £100 million a year. 
They were: Brown & Polson Ltd., 
Carreras Ltd, Chappie Ltd., 
Colgate - Palmolive-Peet Ltd, 
Dorothy Gray Ltd., Jantzen Ltd., 
the Kiwi Polish Co., Lid. Mars 
Ltd., C. & E. Morton Ltd., Trans- 
parent Paper Ltd., and Vacuum 
Oil Co.. Ltd 
Speakers included Dr | I 

Lioyd, managing director of A.C. 


Nielsen Co., Ltd, on “General 
Market Trends” and = Henry 
Caldwell, the B.B« television 


producer, who discussed commer- 
cial television. 


| 
4 


which territories the Daily Mirror 
and Sunday Pictorial compames 
have newspaper interests, id of 
Liberia and Gambia 
aS 
‘ ‘ 
R.S. G. Ross 

Circulation manager of the. Tor- 
quay Tim ind Dev hire Press 
Lid.. Richard Sanders Gray Ross, 


has died aged 54 


Mr. Ross joined the Western 
Morning News as an assistant to the 
advertisement manager after being 
with Butcher Advertising Service 
for a time. Early in the last war he 
became branch manager {f the 
Western Morning News at Torquay 


and held that position unt 
years ago, when he joined | Tor 
quay Times and Devonshire Press 
(1939), Ltd 
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A Campaign 
in itself ! 
THE 
HOME COUNTIES 
WEWSPAPERS GROUP 


CIRCULATING THROUGHOUT 


BEDS 
HERTS 
BUCKS 


A.B.C. NET SALE 


over 126,000 copies 


PER TRADE 
S/COL 5 ae «CF LAT 
INCH RATE 


Represented in London by 


WILL KITCHEN, jr. LTD. 
131 Fleet Street,E.C4 Central 1960 


Head Office : 
MANCHESTER STREET, LUTON 
Phone ; Luton $050 


e C. W. Gilder 


EXTRALARGEMENTS 
by 
photowork 


BLACK and WHITE or COLOUR 
ANY SIZE 


PHOTOWORK LTD. 


Brighouse, Yorkshire. Phone 1240 
73 Baker St., London, W.1. Phone WEL 0938 


A.B.C. 23,213 


The 
Largest circulation 


CANINE MAGAZINE 
THE 
DOGS’ BULLETIN 
* 


Advertising Department 
Newspaper Representations Ltd. 
231 Strand, W.C.2 


Tel: CITy 6006 3BA 


a _ SS P| 
ee | a 
| ae 

| ‘ 

’ } re 

>. (oe —m I 
“A ——| ff 

i 

| 

| r 

a ae = : 7 /', \O / 

le. tai ra '% a me 

‘= aia ay fem 8 | it 

97 ae - ais 4 : ‘ | : 
In ‘4 _ a) i i . 

Pi Ujee ~ ae k 

Woe aan q 

Tbs A pele m4 ’ ) I 
pc LL —— 

ae ; 
—_—————__ y! 

SE aE. a 

| 

a= fh. i 
CC . 


ADVERTISER'S WEEKLY 


Horlicks Derby 
Day splash 


Horlicks on Saturday —Derby 
Duy-—are believed to have spent 
more money in the national press 
than on any other day since before 
the war. 

They took a half-page in the 
Daily Express and 13 in. by § col 
spaces in the Daily Herald, Dail; 
Mail and News Chronicle. Instead 
of a strip cartoon they used for the 
first time the photo-strip technique 

Entitled “Elying Hooves” it told 
the story of a jockey who, thanks 
to Horlicks, won an important rac 

Horlicks have no immediate plans 
for photo-strip advertisements and 
are to continue using the more 
familiar strip cartoons, The J. 
Walter Thompson Co., Ltd., are 
the agents. 


Large spaces for 
Nylon preserver 


London Press Exchange Ltd. are 
handling the advertising for Nylife, 
a new rinse just launched by F. 
Griffith Hughes Lid. which is 
claimed to “double the life of 
nylons.” 

Advertising started this week with 
large spaces in national newspapers 
and women's weekly magazines. 

The copy claimed that by rinsing 
nylons in Nylife the stockings would 
be protected against ladders caused 
by “rough skins, furniture edges and 
other daily dangers.” 

A small panel illustrated a test 
made on two pairs of stockings. 
Both were dragged over a coarse 
sandpaper surface. The pair that 
had been rinsed with Nylife were 
undamaged. 


AKN 


FOUR MORE PAPERS join Associated Kent Newspapers 
from Ist July, bringing even more intensive coverage of this 
The wide variety of occupa- 
tions in this area have one common characteristic : all enjoy 
a solid prosperity and torm a first-class market for consumer 
goods and services of every kind, These nine influential 
newspapers must be part of every hard-selling schedule, And 
acceptance of an order guarantees insertion in all newspapers. 


CHATHAM STANDARD 
| ISLE OF THANET GAZETTE 
} NORTH-EAST KENT TIMES . EAST KENT MERCURY 
} EAST KENT GAZETTE . HERNE BAY PRESS 
CHATHAM, ROCHESTER & GILLINGHAM NEWS 


sharply defined area of Kent 


TRADE DISPLAY (ordinary positions)  §0/= per s.c. inch 
Rate Card operative from Ist July. 1953 


Audited Sates ff ff. 4.:3:3> PER WEEK 
LARGEST IN KENT 


_ Associated Kent Newspapers Ltd 


| Group Accounts Office 

| W% High Street, Chatham 
Advertisement Representatives 

E, W. Player, Ltd., 30 Fleet Street, E.C.4 (Central 2786) 
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~ Current Advertising 


McCann’s handling big scheme 


for new children’s food 


McCann-Erickson Advertising 
Ltd. have been appointed agents 
for Benefax, a nutritional food 
product prepared from liver and 
containing a “newly discovered 
growth factor.” 

National advertising will start 
this month with. I] in. triples in 
leading national daily and Sunday 
newspapers. These will be followed 
by half-page announcements in 
national weekly magazines. 

The advertisements will be headed 
“Scientist discovers missing growth 
factor —vital for children’s develop- 
ment.”” They will emphasise that 
the new product enables children 
to grow as nature intended them to. 

Benefax will be sold through 
chemists who have been supplied 
with point-of-sale material including 
a counter display dispenser. 


. 
New national 
advertiser 

Martin Ghilchik (Rainwear) Ltd 
are launching their first national ad- 
vertising campaign this month for 
Ghillie rainwear. 

Trade press advertising has started 
and the schedule will include the 
Daily Express, Daily — Mirror, 


Woman and Woman's Own. 
This account is handled by Erwin 
Wasey & Co., Ltd. 


KENT HERALD 
KENTISH GAZETTE 


Chatham 2213) 


Local press schemes 
for Volkswagon 


Local dealers and distributors are 
being asked to run their own indi- 
vidual advertising for the German 
“People’s Car,’ the Volkswagon, 
which is expected to be on sale in 
this country next month. 

The sole concessionaire in this 
country will be V. W. Motors Ltd., 
who opened a West End office this 
week. A representative of V. : 
Motors said that all advertising for 
the time being would be done direct 
by their distributors. 


Kiwi testing nylon 
laces 


The Birmingham area has been 
chosen for the test marketing of a 
new Kiwi product—nylon = shoe 
laces. The scheme starts next week. 

Masius & Fergusson Ltd. have 
designed a small cardboard pack in- 
corporating a transparent panel in 
the shape of the Kiwi trade mark. 

No advertising has been planned 
although it is anticipated that a 
national campaign will be launched 
when more of the laces are in pro- 
duction. 


First national 
post-war ad. 


The first national advertising for 
Dominion tyres since before the war 
appeared in the Sunday Express this 
week. A 13 in. by five column space, 
the advertisement marked the open- 
ing of a campaign using the Sunday 
Express and motoring press 

It featured Dominion Royal tyres 
with the slogan “Dominion Reyals 
take more punishment.” Robert 
Sharp & Partners Ltd. recently 
took over this account. 
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ists Discovery Safely Helps ; bal 


UNDER-SZE CHILDREN | “iy 
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One of the ads. in the launching 
campaign for Benefax. 


TWIG IT! 


John L. Verrinder, advertisement 
manager of The Countryman. has 
sent a diving rod as a mailing shot 
to prospective advertisers. 

Mounted on a gold card the rod 
carries a label which asks the ques- 
tion “Are you a dowser?” It sug- 
gests that the recipient should “try 
his hand” at finding water. Full 
instructions are given. 

The label refers to the dispute be- 
tween geologists and dowsers to the 
value of divining rods and goes on: 
“Luckily there’s no conflict of 
opinion about the worth of The 
Countryman as an advertising 
medium. Without going near a hazel 
bush you can divine that £400 for 
a full page in each issue for a year, 
with a net sale of 81,000 and a ten- 
fold readership is cracking good 
value. ... 


Austins in Canada 
The number of Austin cars regis- 
tered in Canada during the first 
four months of this year was 2,856 
more than double that of any 
other British motor manufacturer. 
Austin’s state: “Our success here, 
as in other export markets, stems 
from sound dealer representation 
and efficient after-sales service.” 


e AT 
NEW ACCOUNTS: 


Partners Ltd. 


NEW CAMPAIGNS: 


Dolcis (The Winter Thomas 


papers: Kraft cheese (the J. 


London Press Exchange Ltd.) 


A GLANCE e 


Benefax Ltd. for McCann-Erickson Advertising Ltd. (national 
daily and Sunday newspanvers and weekly magazines); Thomas 
Graham & Sons Ltd, (builders’ merchants), Shaw Petrie Ltd. 
(pipework fabricators and erectors), Clyde Tube Forgings Ltd., 
L.M.S. Products Ltd. (springs), Soerrin Trading Co., Ltd., 
Bryterlite Ltd. (wholesale electricians), and Scotcraft Ltd. 
(knitwear) for Sommerville & Milne Ltd. (Glasgow); A. Schul- 
man Incorporated Ltd, for Auger & Turner Ltd. (trade papers 
and periodicals); W. Phillios & Co, (Preserves) Ltd., manu- 
facturers Of sausages, pies and cut meats, for Froud and 


campaign in women’s magazines and London evening news- 


national daily newspapers, women’s magazines and trade press: 
Dominion tyres (Robert Sharp & Partners Ltd.), Sunday Express 
ind motoring press; Mole self-grio wrench (Direct) motoring, 
nechanical farming press, weekly magazines, and trade papers; 
Porosan Ltd. cans and rings for bottling (Scientific Publicity 
Ltd.) women’s magazines and trade press: Bel cheese spread 
(C. Vernon & Sons Ltd.) national and trade press: Noylife 


ind women's weekly magazines. 


Co., Ltd.), large scale autumn 


Walter Thompson Co., Ltd), 


large spaces in national press 
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Facts and figures about 
Screen Advertisin 


in the North ¥ 


—— ee a a ae oe oe eee eee eee eee 


Midlands 


LOUGHBOROUGH 


CINEMAS: In the North Midlands, Theatre 
Publicity can give comprehensive coverage for 
a filmlet campaign in 124 cinemas, of which 27 
are in the Odeon/Gaumont circuit. 


LEICESTER 


HINCKLEY 


COVERAGE: The average number of admissions 
per week in these cinemas is 661,340 representing 
19-6°., of the total population in the area. 


SHOWINGS: In addition to weekday perform- 
ances in all cinemas, your advertising filmlet is also 
shown on Sunday in the Odeon/Gaumont circuit. 


COST: A campaign for 6 months in all of the 124 
cinemas would cost £1,733 for filmlet exhibition 
on an alternate week basis, and would give a total 
number of impacts just short of 8,600,000, 


FOR REP 


nit S of Previous advertisements 
, 
d Ng with campaigns for the 


North st, and the 


London Ay ca 


East and u cst Ridings 


a . 4 Postcard to Theatre Publi ity Lid 
— . . . es a ? . Ab 
This is a specimen of the way in which screen advertising ales Promotion Di ‘ 


‘ ‘ ; z Pl, 124-128 Fin hley Ro / 
can be used for a regional campaign. Whether you are in- London, NW3> Phone HA oe 
terested in a campaign to give national, regional or local 
coverage, you can rely on the co-operation and advice of 
Theatre Publicity’s creative and distribution staffs to 
ensure top flight production and exhibition. 


Please send 


Mp ‘lead 4424 


ey 


THEATRE PUBLICITY LTD + Leading Screen Advertising 


A COMPANY WITHIN THE J ARTHUR RANK ORGANISATION 


HEAD OFF:CES 124-128 FINCHLEY ROAD. LONDON, NW3 (HAM 4424) ®& 


SALES & PRODUCTION FILM HOUSE “/ARDOUR STREET LONDON W1 (GER 9292) 
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Services & Supplies... 


(continued from page 557) | 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s. 6d. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per lime, 35s. per display panel inch, All other 
classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 lines. Box No. 
charge, one line plus 9d. covering postage, etc. 


@ Continued from page 514 
More News 


About People 


COPYWRITER ideas, be able to prepare rough 
layouts for printers and advertis- 
‘ ing agents. Position entails 
; DORIEN LEIGH || Seeks range production at om ||| Man o woman required 
a LIMITED . sale aids, organising promotional 
KEY CREATIVE schemes, salesmen's competition, F ; 
é and dealers’ demonstrations and con- for leading agency in 
a POST trolling overseas distributors’ 
4 Ww. F. MANSELL promotional efforts. Good salary provinces (North West). 
Bs He is original. He has strong ideas on and future for right applicant. 
ee visuals and on the smallest detail of ae i a a : . 
ty Have over 200,000 the finished presentation. He flatters Reply in confidence, giving Considerable variety of 


Packing 


@4) 7) ’ 
LETTERPRESS ’ 


CARTONS © 


OW & WATTS Lia. 
4 gT., LONDON, E.C.2 
7aoe (enree es) 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.1 
CAN 2461 


Miscellaneous 


40,000 norticucturAL 
PHOTOGRAPHS 


OF ALL TYPES ] 

for ALL PURPOSES 

REGINALD A. MALBY &@ CO. 
19 Chelmsford we , £.18 


Established - 


BUCkhurst 0222 


To 
Authors 
Publishers 
Adwertisers 


prints in their pic- 
ture library 


Enquiries at CEN 6444 
4/7 Red Lion Court, E.C.4 


Animated Displays 


ILLUMINATED 


MIRROR SIGN 


for POINT of SALE 
CRANE AUTOMATIC CO. LTD. 
Makers of Advertising Devices 
Hong ong Siete Exhibition Grounds 
Wembley, Middlesex. Wembley7733 7734 


tor of the 


Robert Freeman, managing discc 
Robert Freeman Co., 


Lid., was among the first to give 


mn eye-witness 


( 
nn 
nm 


St 


following day. He 


account of — the 
business associates 
New York. He saw the Coro 
ition =o procession from Regent 
reet and flew to New York the 
returned to 


oronation to 


London last Sunday after a three- 
day discussion about autumn ad- 


vertising 


hi 
A 


ol 


spoke the 


campaigns on behalf of 
s company’s clients having North 
merican interests. 

. * * 
Albert Milhado, manaying director 
Albert Milhado & Co., Lid., who 
Dutch commentary for 


the technicolor film “A Queen is 


Crowned,” has 


at 
m 


Juliana and 


at 


Mailing Services, is 


Rank Overseas Film 


been invited to 
tend a Gala Performance to- 
orrow (Friday), in Utrecht. Queen 
Prince Bernhard will 
tend. 


* * 
S. M. Lane, partner in Industrial 
resigning to 
ke up a position with J. Arthur 
Distributors 


Ltd. Mr. Lane, who will handle all 


pr 
dt 


formation in 


D 
he 


ess publicity, 
istrial 


has been with In- 
Mailing Services since its 
November, 1950. 


* * * 
P. Mitchel Peel, director of Nevin 
. Hirst (Advertising) Ltd., has 


en presented by his wife with a 


baby daughter, Deanne Jane. 
* * * 


MckEvoy's 


P. L. McEvoy, managing director. 
Advertising Service, 


Dublin, has been elected vice-presi- 
dent of the Dun Laoghaire (County 


D 


to 


of 


G 


de 


ublin) Chamber of Commerce. 
* . * 


L. J. Godden has been appointed 
succeed Bryan J. Wood as editor 
the British Dental Journal. Mr. 
odden, who was last year presi- 
nt of the Metropolitan branch of 


the British Dental Association, has 


for seven years edited the 


Dental 


Record. 


LIVE 


himself that when he creates a selling 
idea and crystallises it into the right 
word message he sees a visual arising 
with it. He is a stickler for well- 
constructed, impressive copy in which 
every word does its job, and believes 
that like the P.B.I. it is the copy that 


comp the c 


q 


He believes that to create an 
arresting campaign is easy, but to 
create in addition belief, goodwill, 
identity, retentiveness that is 
difficult. Another platitude he 
always tries to act upon is that an 
advertisement to be effective should 
make the viewer think, mot so much, 
“A good advertisement this!"’, but 
rather, ‘‘A good product this!"’ 

This copywriter has twenty years’ 
advertising experience (eight abroad) 
and is now with a large international 
agency He considers he is worth 
£2,000 a year to a lively organisation 

Box 4824 


Advertiser's Weekly 180 Fleet St EC4 


advertisements under seven insertions MUST BE PREPAID. 
180 Fleet Street, London, E.C.4. 


Weekly,” 


Series rates on application: all 
Address “Advertiser's 
CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: “The engagement of 


these advertisements most 


be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a Woman aged 18-59 iaclusive 


unless be of she, or the employment, 
ov 


is excepted 
Order 


from the provisions of the 
1952.” 


Young man who is keen to get on and 

with experience of Process Engraving 

and Foundry Ordering required by 
London Advertising Agency. 


Box 4834 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


ARTISTS. 


several 
technical 


Rolls-Royce require 
first-class commercial of 

Artists Knowledge of reproduction 
methods an advantage. Excellent con 
ditions and prospects S-day week 
Also 2 or 3 Juniors for training. Send 
specimens (returnable) together with 
details of experience to Labour 
Manager, Rolls-Royce Limited, Derby 


Sales Promotion 
Manager for 
Domestic Appliances 


Excellent opportunity for ener- 
getic, live-wire sales promouon 
manager for progressive, long- 
established overseas manufac- 
turers of domestic appliances 
now commencing manufacturing 
and merchandising in the United 
Kingdom of outstanding appli- 
ances. 


Applicant must have creative 


fullest details of age, experience, 
when interviews will be arranged. 


Box 4791 
Advertiser's Weekly 180 Fleet St EC4 


IF You 


ADVERTISEMENT MANAGER wanted 


for high<lass monthly journal dealing 
with overseas (Africa). Pleasant posi 
tion for man of experience and initia 
tive with good export contacts 
Limited amount of travelling. Salary 
and commission. Would save time i! 
applicant stated terms expected 

Rox 4770 Ad. Weekly 180 Fleet St EC4 
ARE AN AGENCY-TRAINED 
production junior, here is a first-class 
opportunity to make your career with 
a great London Publishing House in 
its expanding Sales Promotion Depart- 
ment This is a position for a keen 
young man who secks advancement 
and permanency, and is prepared to 
work hard to succeed. Give full par- 
ticulars to 


Box 4809 Ad. Weekly 180 Flect St EC4 


ARMSTRONG SIDDELEY 


SOME INTERESTING executive appoint- 


ments are soon to be made to the 
Publicity Department of a well-known 
electrical manufacturing company whose 
products are nationally advertised 
Essential requirements include: educa- 
tion to A.A. Diploma standards; some 
practical experience (preferably Agency): 
good appearance and pleasani _per- 
sonality Residence in London, Man 
chester or Leeds area preferred Write 
in confidence to Box A. 683, Central 
News Ltd.. 17 Moorgate, E.C.2 

MOTORS 
have vacancies in their Technical 
Publications Department for Technical 
Writers and Illustrators. An adaptable 
and capable writer with a mechanical 
mind could pick up the technical side 
of the job which is concerned with gas 
turbine engines Apply in detail to 
Reference HP3, Personnel Manager, 
Armstrong Siddeley Motors, Coventry 


COPY- 
WRITER 


interesting accounts. 
Salary commensurate 
Pros- 
Address 


application ‘Copywriter.’ 


with experience. 


pects good. 


Box} 4835 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION MAN aged 


25-35 re- 
quired to manage complete press and 
d.splay production of small expanding 
W.1) Agency Progressive post, ex- 
perience and present salary to 

Box 4807 Ad. Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS 


EXPERIENCED VISUALISER AND 


LAYOUT ARTIST ured by P < 
gressive studio. Write giving full de- APPOINTMENTS VACANT 
tails and salary to | 


Box 4544 Ad. Weekly 180 Fleet St BC4 
ARTIST REQUIRED wo is prepared to 
undertake the make-up of adaptations 
and possibly ~ charge of a group 
of artists in near future. also 
ANOTHER ARTIST for make-up. 
Clean and pleasant conditions, 40 hour 
S<day week. Adapt Service, 5 Rose- 
bery Ave Ex. Terminus 8770 
0073 

EVERETIS are looking for two or three 
200d young layout men with about 
4 years sound agency expericnce to 
work on a number of interesting 
accounts. Please write to the Studio 
Manager, Everctts ovine + Ltd., 10 

_Hertford Street, London, 

TRAINEE required for sma‘l WEN End 
Studio g00d opportunity for keen 
young artist. Crest Publicity Ltd, 76 
ae Bond Street, W.1 3ROsvenor 
O2¢ 

LEADING BIRMINGHAM ~ PROCESS 
HOUSE requires inside contact man 
(20-25) with working knowledge of 
blocks Write in strict confidence, 
giving full particulars of experience 
and salary required to 
Box 4606 Ad. Weekly 180 Fleet St BC4 


FIRST-CLASS 


PHOTOGRAPHIC 
RETOUCHING 
ARTIST 


Vacancy in leading 
London Studio for 
thoroughly experienced 
man. Top wages. 
Five-day week. 


Telephone 
PRIMROSE 2577 
for Appointment 


EXPERIENCED SUB-EDITOR and 
make-up man for leading confectionery 
trade news magazine Details ani 
qualifications to 
Box 4808 Ad. Weckly 180 Fleet St EC4 

MANUFACTURING STATIONERS IN 
CITY require order clerk, some ex- 
perience desirable but full training 
given if necessary S-day week. can 
teen, full consideration given if 
holiday arrangements already made 
Box 4786 Ad. Weekly 180 Fleet St EC4 


TOP RANK 
COPYWRITER 
WANTED 


A large Agency handling 
important National accounts 


has a vacancy for a top 
rank copywriter —a man 
with ideas and real ability 
to express them in clear, 
crisp copy. Applications 
should be sent, in strict 
confidence, to 


Box 4818 
Advertiser's Weekly 180 Fleet St EC4 


*Phone 


Please write to: 


Box 4854 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


MANAGER REQUIRED 


For Bombay Office Leading American 
Advertising Network 


A fully qualified advertising executive is required t 
manage Bombay Office of leading American Advertisin; 
Network. Knowledge of the Indian market is nor neces 
sary. But applicant must be able to produce evidence 
of top-level executive experience, 
research background and successful creative achievements 
The post combines great responsibilities with generous 
compensation. Interviews will 


solid marketing and 


be held in London 


SPACE SALESMEN required in Mid 
lands and Northern Eng'and for local 
displayed media. Must be capable of 
earning substantial income Excellent 
opportunity for persons with initiative 
Write 
Box 4698 Ad. Weekly 180 Fleet St BC4 

DISPLAY SALESMAN with connection 
among Natonal Advertisers is offered 
remunerative “Point of Sale’’ Display 
Box 4804 Ad. Weekly 180 Ficet St BC4 

VARIED AND INTERESTING WORK 
in London for young men, aged about 
25. Required by manufacturers of a 
group of technical products to assist 
Public ty Manager Enthusiasm for 
Publicity as a career and knowledge 
of basic principles essential Experi- 
ence of layout and copy an advantage 
Duties would include also statistical 
work and oharts. Write giving bricf 
details and salary required to 
Box 4805 Ad. Weckly 180 Flee: St EC4 


STILL LIFE ARTIST 
GENERAL ARTIST 


We require two really first class 
men in these categories. Both 
are well paid positions for the 
right applicants. Must have good 
Agency or Studio experience 
and able to work in all mediums. 
Holiday with pay this summer. 
Present staff have been informed 
of this advertisement. 


Box 4856 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR TRAINEE ARTIST (mate) from 
school or alight experience. Sawell 
Publications Ltd.. 4 Ludgate Circus 
EC4. "Phone CEN: 4353 for appoint 
ment 

ESTABLISHED REPRESENTATIVE rc 
quired for Exhibition Contractors 
Salary and bonus. Write giving age, 
experience. 
Box 4810 Ad. Weekly 180 Fleet St BC4 

VOUCHER CLERK. Young lady 17-19 
preferably with some experience and 
able to type, required for agency 
voucher department Write Scot 
Turner and Assoc. Ltd, 17-18, Dover 
Suect, W.1., or phone Miss Isted, 
REGent 6481 

WORKS CLERK required, male or fe- 
male Duties include clock cards, 
checking time sheets and booking times 
to jobs. Must be able to type. Write 
Stating age, experience and salary re- 
quired to 
Box 4806 Ad. Weekly 180 Pieet St BC4 

EFFICIENT SECRETARY REQUIRED 
immediately with knowledge of pro- 
duction. Salary according to experi- 
ence. Interviews in London. Shorthand, 
typing essential 
Box 4853 Ad. Weckly 180 Fleet St BC4 


| 


LETTERING ARTIST requ id Wes 
End Agency Write statinu age 
experience and salary, tw 
Box 4803 Ad. Weekly i80 Th tEC4 | 

LAYOUT MAN 
Required by London Agency Clean 
slick worker, able to adapt and 
mark-up accurately Write s ng 
age and salary required | 
ART DIRECTOR | 


Box 48636 
Advertiser's Weekly 180 Fieet 6 EC4 | 


VESU ALISE 
OUIRED 


Advertisements, Brochures. ¢ 
Packaging and Point of Sak 
Standards Criss 


to S.LA 


R 
for 


LAYOUT ARTIS 


the production 


designs and accurace lay wit 


Pius sound 


processes 


and permanen 


and 


surroundings 


will be 
experience 
1 


e 
DYER & 
Mancheste 


1 knowledge of 


typography Croxod 


position in 
Send specimer 


returned), with he 
and salary 


Pf 


r 


FIRST CLASS 


required 
End of I 


by 


reg ! 
Managing Director, EID ‘ 
3 ( 


LTD. 1 


LETTERING ARTISTS 


leading studiv 


ondon. Phone for ay 


with Arn Director. GERrard + 


} 
| 
I ‘iy, | 
| 


1! RE. 
p 


West 
iment 
lay 


techni 


age, 


cal 


P.R.O. 
WANTED 


Must be experienced in 
handling 


commercial a 
subjects 


possessing all other 
essential qualifications 
man of proved abilitie: 


Write, 


giving details 


education, experier 


3-5 


and salary required to 


SMEE’S ADVERTISING LTD. 


Duke Street 


Manchester Square 


London W.1 


nd 
d 


of 


ce 


EXPERIENCED LETIERING 


work 
aressive 


m 
post 


national account 
five-day week 


holidays starting this year 


Box 4725 


Ad 


Weekly 180 Flee 


\RtIST 
Pro 


Paid 
thc 


PUBLICITY DEPARIMENS 


ACCOUNTS CONTROL CLERK 
(Ma } 2H-3 


requucd fw \\ tnd Aw 

Inward A Mt Deparimen 
Pre us eEAPericn s : ' 
sant working cond t Ww H fay 
arrangements respected wv on 


phon f 


AUSTIN KNIG ae 1 1D. 


212a Shaftesbury Avenuc c3 
TEM S04 

VOUNG MAN regu ja ASSIS THE te 
Advertising Ma : Must t athe 
t writk soul Hitech ca py 
and produc p bie | t 
press and 1 na uly iT 
Agency training a ad { Wetten 
applhcations only, giving experen ae 
and salary required. shoud be sent t& 
Advertising Manag Mann 1 ton & 
Co ltd.. Norwich 

SHORTHAND FVPIST cau ied by 
We End Ady ne Ager Must 
have good tanda of educatis 
quick ntellis ‘ ~ “ul @ a 
knowledge Apply in an indwriting 
Riving age experion and 
quired, to he sonnel Man (> iflors 
Hoan Is 43) Regent Street, London 


rn CTION ¢ ‘ORY DETAN A 


Junior Miss required ya beet Street 
Agency Must lay had = previous 
experence in a Production Department 
and able to copy-typ (irderng o 
blocks an advantage but not essentia 

Apply in writing satin ig Ape 

ence and salary quired ‘ 


Rox 4827 Ad. Weekly 180 Fleet St PCa 


inecring Cigan sation n 


require Young Mae Assistant 0 
Serv icx completed) th ASSIS with 
Catalog ‘ ruscment and woh 
thon preparation Good Paelish bas« 
knowledge of prota pr < and 
willingness 10 work hard move ascn 
tial than great cap m Some 
engineering background i atyle 
Apply with details of ag career two 
date and salary required, to Box 100% 


rAG. 101 St Mar in's Lane, WC 2 


LEADING 
LONDON AGENCY 
requires 
JUNIOR CREATIVE 
LAYOUT MAN 
with at least 4 years 
agency experience 


Box 4855 
Advertiser's Weekly 180 Fleet 6t EC4 


ONE SENIOR ARTIST and one Junior 


Artist required tor rapidly expanding 
company Apply by letter to Darroch 
failace Advertising Ltd, The Albany 
Old Hall Street Liverpool j and 
Slaie age, experience, education and 

Salary required et 


ASSISTANT ADVERTISEMENT MAN. 


AGER required for Business (the 
Journal of Management in Indusiry) 


Must be an expericnced spa sales 
man, aged W40 Exceptional opening 
for the ¢ight man. Full particulars, in 
strict confidence. to General Manager 


Business Publications Ltd 180, Feet 
Street. E.C 4 


PRODI CTION MAN (22.26). At leas: 
-3 


year Aucncy experience required 
for smal; but progressi Fiect Street 
Agency Knowledge of marking up 
layouts for typesetting and block 
ordering essential Commencing salary 
according (0 ability ts lent oppor 
tunity for advancement Write 
Box 4830 Ad Weekly 180 Fi S14 


A CAPABLE SENIOR COPYWRITER 


able to deal with technica jects to 
be presented as pr Cs advertisement 
catalogue ek requted y the 
Advertising D parten nt of an engineer 
ina group in ¢ North-West This is 
ax J opportunity for a ma ween 
2 und 45 vears of age wh an’ writ 
cear, simple English Previou xper 
ence esscntia Starting salary not less 


than 1600 per annum and then accord 
ae ability “day “ k ng 7 x 
and p m me which the KCN 
ful applicant will |} expected to join 
Writ : tails f career and salary 


expec 
Box 4333 Ad Weekly 180 Fleet St BC4 


your Classifieds to CHA 8841 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS | 


WELL-KNOWN AGENCY hay 


hep YOUNG ASSISTANT required for 
for Advertisement Representative .~ Advertising Department. Must be hard- 
high grade em rider ind Hotel | APPOIK ] MENTS VACANT working and have some knowledge of 
media ek c i f rT arn. | advertising procedure, Excelent oppor- 
over £1,000 per ani rpenses and | Situations Vacant: “The engagement of persons answering these advertisements must | '"! “By ie as oe 
omy ey sae Pens te O08 be made through a Local Office of the Ministry of Labour or a Scheduled Employment pico sc yy ae aelare S se. 

f y Agency if the applicant is a man aged 18-64 inclusive or « woman aged 18-59 inclusive | Box 4x49 Ad. Weekly 180 Fleet St EC4 

ADV — 0 poe ny ay M2 E SALESMEN unles he or she, of — employment, is excepted from the provisions of the LAYOUT & LEFI ERING ARTIST with 
rey ead oar Pre ’ al af - of Vac 8 Order 1952.” ” advertising agency experience required 
Men with sales ability : the ¥ ‘ by Service Studio of Fleet Street 
work assured an ex t n rdical publishing house Write 


periog 
Apply: Graham Cumming stating age experience and approxi- 


Church Publishers, Ramsgat mate salary required, to 
ARTIST, age about 22, for West ndor e Box 4850 Ad. Weckly 180 Ficet St EC4 


Printers and Packag na Manufacturer SECRETARY to Advertisement Manager 
Experienced in creativ required by publishers of industrial 


© . . 
art work. Good managerial magazine. Offices in Lon- 
require immediately don, W.1 Experience in similar 
’ j capacity desirable; must be methodical 
Box 4826 Ad. W: y 1KO Pleet Se 14 and 


capable of working on own 

PRINT MANAGER initiative Good salary to right person 
, Write stating age and experience 

High-class to take full charge of all print on important national Box 4839 Ad. Weckly 180 Fleet St EC4 


accounts handled by this Agency. Must have sound ADVERTISING AGENCY requires junior 


COMMERCIAL COLOUR working knowledge of all printing and associated advertisement checking clerk (male or 


female). Experienced person preferred 
TIS production processes, paper and typography. He but not essential. Typing an advan- 
ARTIST must be able to accept complete responsibility and tage. Hours 9.30-5.30. No Saturdays. 
Write stating salary required, experi- 
P also to work as occasion demands with a production ence, etc. to 
required in Studio by London team. The man whose experience we seek will not Box 4831 Ad Weekly 180 Fleet St EC4 
firm of designers and printers. : ee “ : 


Applications required only from be under 35. 


young men with proved ability | | PRODUCTION INVOICE CLERK / TYPIST FASHION COPYWRITER 
to design showcards, posters, in Accounts Department for progressing and checking 
labels, etc. Send samples of production invoices. Must be experienced in similar Harrods have a vacancy for a 
reproductions to capacity and willing to assist generally in the young woman in their Adver- 
James Haworth & Brother Ltd. | | department. tising Department with some 
Rossendale Works, Chase Side, | | HOLIDAYS THIS YEAR BY ARRANGEMENT previous experience in similar 


Applicants should write stating age, qualifications and salary required to Director of yoOsItION Knowledge of adver- 
thgat i | position. nowledge of adve 
Sou aatitaes London, N.14 Personnel, Arthur S. Dixon Limited, 229 High Holborn, London, W.C.! 


using production and routine 
ee aaa a RB gpg > essential. Good prospects. Write 
f } ust be able to sé ° ’ > 7 “ ° = SEN i 
space on NATIONAL Publication to A B nn gg : ch ger om — E ae tage ay re ings 30-23 in the first instance, in confidence, 
Provincial firm Sale and comms epresentative not over , who has emak singkc) or Accounts epari = 
tay : CAR sevidak me ” abil y already demonstrated ability to build ment of West End Advertising Agency to the Staff Manager, HARRODS 
sroved. Write full onfidenc« revenue, is required now by Time and Pleasant working conditions. Holiday ] 1 cw 
ka “4848 Ad. Wee ety 180 oe St EC4 | Tide Guaranteed drawings first year arrangements respected. Write or | ear LTD., LONDON, S.W.1., giving 
not less than £720. Expenses. Write (TEM 7805) Austin Knight Ltd 8, full details of previous experience 
fully, confidentially to Business Man- | Grape Street, Shaftesbury Ave, WC 


COPYWRITER | ager, 32, Bloomsbury Street, London, and salary required. 
Wwocl 


LONDON REPRESENTATIVE coquired 


for large Provincial Printing House AN EXCEPTIONAL OPPORTUNITY 
A vacancy has occurred for a Letterpress. Specialists in posters and occurs in Publicity Department of 
male copywriter in the West periodicals. Full details of experience eB So = major film distributors for junior 


in confidence to aswstant experienced in layout and 
End offices of a well-known Box 4846 Ad. Weekly 180 Fleet St BC4 general , Wentoatinn work. Must have 
: 4 . ; . sense 0 Spo bilty and be willing 

nation ’ YOUNG LETTERING ARTIST iy re t nse responsi ! 
tional advertiser. The post is See ic Eataiiae ‘Taney. "Whos want a to work hard as member of team 
an interesting one, and ig as be capable of producing finished work Full details, age, experience and salary 


¢ 1, to 
Write in first instance to oG Senger: lee lee y 
versatile as most jobs in an} | pin Gago Ad. Weekly 180 Fleet S: ECS TYP RAPHER _Box_4841 Ad. Weekly 180 Fleet St EC4 
advertising agency. It carries LYPOGRAPHICAL LAYOUTS. Young FINE’S EMPLOYMENT AGENCY 
with it a salary in the vicinity of man or woman required with exper - ie ee ey See 


. . | 4 : H . and carefully selected Secretarial and 
“nce im producing type mark-ups for Young man, with experience a ot 
£1,000 per annum and an oppor- fo stn, Ee ss ood Office Staff to commerce and the pro- 
iit Su puvictpate inh Seal foundry Mitsign and thorough know!. |«4 i agency type department, fessions. For PERMANENT or TEM- 
p y on P - \ <2 edge of types essential, Write, call wanted to handle the adapta- st ogy ng yy meng A 
! ° ane Pub » 3/9, > > nape ' | ’ 
ension scheme. pplicants Se Se oe tee C2 tion work of a medium sized, Pracd St, 2.. or 69 Fleet St., 
must have had _ considerable Tel. CHAncery $287. : 5s busy agency. _E.C4 eee 
; ; ‘ i LAYOUT MAN th not less th 3 
ene _ Copy rene and, | INDUSTRIAL EDITOR required by This is an opportunity for years all sont Studio “cuperience 
if possible, in journalistic work. ore iy - La ll — —— a man who has had technical wanted by small Advertising Agency, 
| natrumen Manutacturers j s » » noe » » s > | s 
Write giving particulars of age, Soadoe eres. Ability to. write clear, experience in a large type Wi. 4 tet Send full details in first 
career, and a list of firms or | | concise English essential technical agin and who is ready Box 4847 Ad. Weekly 180 Fleet St EC4 
enginecring Dackgroun esirabie abc ) ig » ) 7 Z = ; ——- 
products from whom copy has | | with trond ‘acneral” imeress.” ome | | res consibility, with a view to | | nest bur, We" End Arent Gout 
c espons y new to small, SY, es Age 300 
been written. | knowledge of layout and printing y. ae a Pitts Mice 
— = — ps er epee “poe later running the department. mci A ee ee 
al sales periodical an inter- * aor . . . 
Box 4817 a eee , Sve . 2 tea preparation Full details of previous peerage Nese a — mf 
Sle com ecgete fc ae ena . ence, background, sala equire 
Advertiser's Weekly 180 Fleet 8t EC4 + JE Pg Oe a experience and salary required Box 4852 Ad. Weekly 180 Fleet St BC4 
relations correspondence. Please apply to: 
er ay a >a in — eee — i Art Director 
requites by - orgina work, ometier wi ul 
CONS Engravers State salary required details of previous expericnce, quoting NAPPER STINTON, WOOLLEY, LIMITED Two LA ’ OUT 
and experience | No. 1410, to | 14-19 Great Chapel Street, 


Box 4833 Ad. Weekly 180 Fleet St C4 | Box 4858 Ad. Weekly 180 Fleet St EC4 LONDON, W.! ARTISTS 


GER: 2633 
THE MANAGING DIRECTOR capable of producing good 


‘O*V 7 g rec i 

OF A WELL KNOWN AND LONG’ ESTABLISHED ae ng — ee A workmanlike roughs 
OUTDOOR ADVERTISING ORGANISATION REQUIRES A with a head for ideas and capable of ems See. 
MALE PERSONAL ASSISTANT. SALARY WILL BE faking soughs to Gauhed siiee Wine 
COMMENSURATE WITH EXPERIENCE AND ABILITY, oF (phone for appointment Mr. Lynch. Holidays arranged. 
AND ON A PROGRESSIVE SCALE TO A MAN WHO ane eee 
SHOWS REAL INTEREST IN HIS WORK AND DETER- TOUR LAD in gysceh nena, 
MINATION TO QUALIFY FOR A DIRECTORSHIP. publications Office to canvass adver- | appointment 

APPLICANTS MUST BE UNDER 35 YEARS OF AGE, OF ee. cae ak eae, TIBBENHAM PUBLICITY LTD. 
GOOD EDUCATION AND APPEARANCE WITH PLEASING Good salary and commission. Luncheon | 244 HIGH HOLBORN, LONDON, W.C.! 
PI RSON Al ITy AND GO 18) Hi Al TH. DUTII S INVOIL Vi vouchers provided Write Box 4 ie 4 - 4 


derso ‘0 : Phone: HOLborn 8074 (3 lines 
SOME TRAVELLING IN THE BRITISH ISLES AND Somes 4. oe. 6 Witten iv &.. wa eras 


APPLICANTS MUST NOT BE AFRAID OF HARD WORK SECRETARY for Advertising Department | EXPERIENCED ADVERTISEMENT 
AND LONG HOURS. REPLY GIVING FULL DETAILS TO: of large industrial company in the REPRESENTATIVE wanted for a 


West End. Holiday this year Please group of specialised periodicals pub- 
Box 4857, Advertiser's Weekly, 180 Fleet Street, London, E.C.4 write stating age, experience and | : 


lished in oomee Good salary and 
salary required to Prospects 
Box 4851 Ad. Weekly 180 Fleet St EC4 


Ap 
Box 4832 Ad Weekly 180 Fleet St EC4 


*Phone your Classifieds to CHA 8844 (Ex 25) 


‘nga — : "3 
te / f 
Ss APPOINTMENTS VACANT Ms APPOINTMENTS VACANT 
* be 
be. | ” 
f 
; 
. 
= — 
“ ogy ; : eee 4. an i aie: we ” i mg ‘re 
i nn ile soe a. ee (a i a a a eee 


June 11, 1953 


APPOINTMENTS VACA 


WELL KNOWN technical publisher re- 
quires young man, about 23, in 
advertising department, Some experi- 


ence Of copywriting and layout but 
desire oO learn and ability to work 
more important Full details to 


_ Box 4829 Ad. Weekly 180 Fleet St EC4 

ADVERTISING MANAGER required by 
Engineering Company, S.W. Jondon. 
Must have good knowledge and experi- 
ence of publicity matter Write in 
confidence, giving age, cducation, ex- 
perience and salary required, to 
Box 4859 Ad. Weckly 180 Fiect St BC4 

GENERAL ARTISTS — require fully 
experienced good still life and lettering 


for designing high class showcards 
and cut-outs. Write or phone for 
appointment, LANgham ‘$351. Adver- 
tssing Display Lid., 88, Charlotte 
Street, W.1 


MIDLANDS REPRESENTATIVE centred 
near Birmingham to _ sell space in 
National Publication Fine prospects 
for right man. Salary and commission. 
Write fuliy in confidence to 
Box 4842 Ad. Weekly 180 Fleet St BC4 

COPY TYPIST with knowledge of 
accounts department routine ¢equired 
by Fleet Street, Advertising Agency. 
No Saturdays. Sympathetic considera- 
tion given to question of summer 
holidays. Write, stating age 
Box 4843 Ad. Weekly 180 Fleet St EC4 

EXPORT MONTHLY lIcading its par- 

ticular field secks space salesmen with 


up-to-date selling experience. Full 
details of record, etc., to 
Box 4844 Ad. Weekly 180 Fleet St EC4 


YOUNG LADY Voucher 
Clerk required for West 
tising Agency. 9-30-5.30. No Saturdays. 
Canicen on premises. Apply stating 
age, experience and salary required, to 
Box 4736 Ad. Weekly 180 Fleet St BC4 


PRODUCTION 
MAN 


required immediately for 
Advertising Agency which has 
a reputation for high standard 
work. The position is a respon- 
sible one, and experience of 
export advertising would be 
advantageous. 
Box 4819 
Advertiser's Weekly 180 Fleet St EC4 


Our own staff are aware of this 
advertisernent 


Checking 
End Adver- 


SPACE REPRESENTATIVE, First-class 
experienced man accustomed to carning 
over £1,000 a year required by old- 
established publishers of official guides, 
handbooks and directories rite, 
Mating age, expernence, ctc, to 
Box 4845 Ad. Weekly 180 Fleet St EC4 

WELL KNOWN PR. Consultant seeks 
capable male executive for progressive 

Aged 25-30. Should have journa- 

background University degree 

preferred but not essential Salary 
£700-4800 according to experience 

Box 4838 Ad. Weckly 180 Flect St EC4 


APPOINTMENTS WANTED 


SHORTHAND-TYPISTS. 
lerks, etc 


Private Secre- 


taries, you are in 
urgent need of staff, contact Embassy 
Bureau, Excel House, Whitcombe 
Street, W.C.2. (WHltehall 5924). We 
specialise in efficient personne}. 

THOROUGHLY EXPERIENCED Ad- 
vertsing Executive requires post with 
large company as assistant Ad 
Manager or Senior Assistant. Young, 
versatile. dependable 


Box 4798 Ad. Weekly 180 Ficet St BC4 


BUSY? 
Free-lance layout and genera! 
with knowledge of typography 
assist’ Advertising Manager 
time basis 
Can produce complete 
printing, etc. through 
tions if required 


artist 
could 
on part- 


blocks, 
connec- 


jobs, 
own 


Box 4822 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED AND EFFICIENT Ad- 
vertisement Representative secks ad- 
vancement no guides, maps, etc. etc 
Please write 
Box 4812 Ad. Weckly 180 Fleet St BC4 


’Phone 


ASSISTANT EXECUTIVE aged 29, 
Public Schoo! education, Retail) Adver- 
tising/Agency experience secks position 
with scope. 

Box 4813 Ad. Weekly 180 Fleet St BC4 

STUDENT. Virile mind, able to visual- 
ise; knowledge layout; keen copywriter 
wishes to join Agency to develop high 
creative potential. Salary unimportant. 
Box 4341 Ad. Weekly 180 Fleet St EC4 


ADVERTISING 
MANAGER 


seeks change which offers 
greater scope for ability 


« 

FIRST CLASS IDEAS 
COPY AND LAYOUTS 
4 
Journalist, Ex- editor, 
Expert all phases of 
Production, Press and 

Direct Mail. 
Box W. 397 


JOHN HADDON & CO. LTD. 
11/12 Salisbury Square, Fleet St. E.C.4 


1 WOULD MAKE A GOOD AC. 
COUNTS EXECUTIVE. With no 
Agency experience (except as a client), 


but with good general all round pre- 
and post-war expericnce in most fields 
of advertising 


and retail sales pro- 
moton I think I would be useful in 
any progressive Agency. Used to 
carning a four-figure salary and 
Negotiating with top-leve! executives 
I am now free and literally ‘“‘ceady 
for anything.” Excellent references. 


Box 4860 Ad. Weckly 180 Fleet St EC4 


SPACE SALESMAN thorough y experi- 
enced and dependable used to high 
earnings, secks new position. All offers 
comsidered Highest eeferences 
Box 4863 Ad. Weekly 180 Fleet St BC4 


ADVERTISING 
MANAGER 


(M.1.A.M.A.) 


of large manufacturing 
organisation with world- 
wide sales would be inter- 
ested in similar position in 
London, Home Counties or 
the South. 


Box 482! 
Advertiser's Weekly 180 Fleet St EC4 


PHOTOGRAPHER (22) © 
secks post 


& G Finals— 
as assistant operator, keen 
energetic and of good appearance, 
prepared to travel 

Box 4862 Ad Weekly 180 Ficet St EC4 


PRODUCTION ASSISTANT (Lady 
secks job London Agency 
28, Egerton Crescent, S.W.3 

YOUNG MAN, 12 Sound education 
initiative, commonsense, studying sales- 
manship and human relations Would 
appreciate appointment sales promotion 
representative T. Delaney. 37, Hex- 

ham Road, $.E.27. GIP. 0767 


22) 
Ramsay, 


EXPERIENCED OUTDOOR POSTER 
INSPECTOR seeks position 


Box 4828 Ad. Weekly 180 Fleet St BC4 


your Classifieds to CHA 8844 (Ex 25) 


CLASSIFIED ADVERTISEMENTS 


LADY secks 


interesting post News- 
paper Office or Advertising Agency. 
Experienced classified advertisements 


Box 4861 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


SMALL STUDIO, LONDON, 
extra art work, retouching, cic. during 
summer months Extremely competi- 
tive costs. Full production knowledge 
Box 4761 Ad. Weckly 180 Fleet St BC4 

VISUALISER, Top agency 
Standard. 

Box 4814 Ad. Weekly 180 Ficet Si BC4 

FREE LANCE SERVICES 
Commercial artist experienced in 
packaging, design, labels, display, ete 
Box 4815 Ad. Weekly 180 Fleet St BC4 


FREE LANCE 
ARTISTS 


West End Studio requires 
immediately experienced Free 
Lance Artists specialising in 


FIGURE — COLOUR 
LINE AND WASH 


SCRAPER BOARD 
FIGURE 
FASHION 
ILLUSTRATION 


Write in first instance to 
Art Director 


requires 


required. 


Box 4867 
Advertiser's Weekly 180 Fleet Si EC4 


FREE LANCE FASHION ARTIST, sev- 
and 


eral years = experience Press a 
Ca:alogue. Good figure work Could 
handle advertising work. 1 guinea per 


figure 
Box 4866 Ad. Weekly 180 Fiect St EC4 


STUDIO SPACE and use of compressor 
in Fleet Street area. Suitable for Free- 
lance Retouching Artist. Write 
Box 4865 Ad. Weekly 18 Fleet Si BC4 


BUSINESS OPPORTUNITIES 


ENVELOPE ADDRESSING (one of the 
largest organisitions in the country); 
circulariwsing campaigns; mailing lists — 
IMPRINTS, 28 Chapel Street, Liver- 


pool, 3 


The Principal of a 
Fully recognised 


Provincial 
Advertising 
Agency 


interested in develop- 
ment and expansion in 


London 


is invited to contact 


Box 4637 
Advertiser's Weekly 180 Fleet 61 EC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process plant) 
CARILLON PRESS LTD. 


Fine Colour Printers, Bournemouth 
Telephone Boscombe 4683‘ 
London Office 98-100 Fleet Suecet, 
EC4 Phone: CENtral 1740 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


ONE-THIRD INTEREST in established 
Exhibition and Display Contractors is 
offered at nominal figure to person 
able to take complete charec of office 
sales etc. Salary and directorship fees 
etc., director retiring 
Box 4868 Ad, Weekly 180 Ficet St BC4 


TENDERS 


BOROUGH OF BRIDLINGTON 
OFFICIAL GUIDE, 1954 


TENDERS are imvited for the print- 
ing of 25,000 copies of the Bridling 
ton Official Guide 1954, consisting of 
80 pages and cover, size Demy 
Octavo, printed letterpress, Specifica- 
tion and form of tender may be 
obtained from Publicity Manager, 
Information Bureau, Bridlington 
Tenders must be received by July 11, 
1953. 


S. BRIGGS, 
Town Clerk 
Town Hall, 
Bridlington 
June 8, 1953, 


MISCELLANEOUS 


SIRPI H. de la Chassaigne—-P. 1 
Gomez Homen), International Service 
Agency, Via Visconti d; Modrone, 6, 
Milan 


ACCOMMODATION 


COLLIER & MADGE 


Fiect St. 4 offices, £500 pa. cach 
Fleet St. (near) 2 offices, £250 pa 
each STRAND, near Fleet St. 3 
offices. modern building with lift, 
270 p.a. each 

68, Fleet Street, E.C.4. CEN 7668, 


SALES AND WANTS 


ROTAVISOR FILM STRIP proection 
cabinet with filament lamp. Used at 
one exhibition § only Requires new 
glass to screen, otherwise in thoroughly 
good order Offers and inquiries to 
Box 4816 Ad. Weekly 180 Fleet St 4 

CORONATION, 
parencies 
graph, 8, 


Color prints and 
exclusive for sale 
Breams Buildings, 


LAYOUT enilargct/reducer of 
projector type (not Lucida) 
in good condition by London 
Box 4864 Ad. Weekly 180 Fleet St bC4 


_ PERSONAL 


PIN-UPS = for 
Printers. Particulars of these and of 
our enormous model file 
Philip Gotlop Photographs 
Kensington Church 
Western 4130 


PRINTERS 


A SERVICE 
TO AGENTS AND THE TRADE 
by Wm. Carling & Co., Lid., Hitchin 
Periodical, colour and general print- 
ing by a modern plant or 


trans- 
Color 
C4 


cabinet 


Advertising Agents 


AD 
Lid., 


24 
treet, wa 


FIRST CLASS WO 
Our London Office Executives are at 
your service 
27 Abbey House, Victoria St., S.W.1 
Phone ABBey 1609 


GOOD QUALITY WORK, 
service, competitive prices 
FLAX: 8939, Blackley A Potter Ltd., 
8, Hollywood Road, S.W.10 

OFFSET LITHO PRINTING. 
quality work at competitive prices 
Broadsheets, Brochures, Labels, Show 
cards, etc. The West Yorkshice Printing 
Co., Lid., George Street, Wakefield. Tele- 


Highest 


phone 34389. London Agent H. Ridge- 
emple Bar #103. 


way, 148, Strand, T 


.™ oil - . * ‘ ; ~ 
TY iii SC“ SC 5 
eC | 
a _-_, APPOINTMENTS WANTED ,_ 
a a ; | 
eee 
a -- ) 
a a 
ee 

ee | = " 

Fo ; 

os | ——— "| : 

__—_______—_ § 

— __ 
a | 
a | 

— = a 6 

a | 

¢ i 7 

a —— ; 

ee oa rs 

—_—— SS * 

Pe 

| el 

rome ee | t 

—— we a 

es eee 


ADVERTISER'S WEEKLY 


BODWORN t= 


A unique feature of the November - 

working Industry will be Shs. 

Buyers’ Guide. 

Never before has so comprehensive a classified 


list of suppliers to this industry been attempted 
in the U.K. 


The Buyers’ Guide will be published before the open- 
ing of the Woodworking Section of the Building 
Exhibition—but will not restrict its entries to 
exhibitors. Furthermore there will be a section 


devoted to equipment on display at the Exhibition. 
Advertising Agents with clients directly or indirectly 
connected with this industry should not delay to 


write for particulars of advertisement space in these 
two sections. 


‘Woooworkine INpustry 


| 180 FLEET STREET, LONDON, E.C.4 


i 


CHAncery 8844 


— STOP 


Tuurspay, June 11, 1953 


PRESS— 


POSTER RESEARCH FINDINGS WILL 
BE MADE AVAILABLE TO TRADE 


(@ continued from pages 510 and 511!) 


ST. BRIDE’S CARILLON 


| In order to ensure that 
| 
| 
} 


FINDINGS OF MILLIS & 
ROCKLEYS SURVEY ON 
POSTER AUDIENCES WILL BE 
MADE AVAILABLE TO TRADE, 
GEORGE MILLS TOLD DELE- 
GATES TO BRITISH POSTER 
ADVERTISING ASSOCIATION 
CONFERENCE IN TORQUAY. 

This continuing survey follows 
on pilot survey of Wigan & Luton 
conducted by Outdoor Publicity. 


Brian Copland, of London Press | 


Exchange, said: “There is no in- 


tention of stopping this work. We | 


are at the beginning of something 
very important.” 

it is understood surveys will be 
conducted in other representative 
towns all over country during next 
two years. 

Annual conference of British 
Poster Advertising Association next 
ed will be at Blackpool, June 
14-16. 


MERGER OF PRINTING 
INTERESTS 


Viscount Bracken at annual meet- 
ing of Financial Times Ltd. stated: 
“We have been considering desir- 
ability of more closely integrating 
resources of St. Clements Press and 
W. Speaight & Sons, and as a result 
a holding company is in process 
of formation which will take over 
assets and businesses of both.” 

It is intended that both com- 
panies shall continue to trade as 
separate departments under their 
existing names. Financial reorgani- 
sation will be of value in future 
economical deployment of _ their 
respective resources, said Lord 
Bracken. 


DEATH OF J. M. WALKER 


James Maxwell Walker of Holy- 
wood Co. Down chief copywriter 
Wells Advertising, Belfast, has died 
after long illness. He served his 
apprenticeship with Stowe and 
Bowden of Newcastle upon Tyne 
and Charles Walls and Partners of 
Bradford before coming to Belfast 
in 1938. 

“Passenger Transport’ monthly 
edition augmented by inclusion of 
conference papers and comments 
on them distributed to all delegates 
as they assembled for biennial con- 
ference of International Union of 
Public Transport in Madrid. 


Death has occurred at his home 
ac Augton, near Ormskirk, of 
Harold William Garth Hutton, 
chairman of directors of Thos. 
Hutton Lid., proprietors of “Orms- 


| kirk Advertiser.” He was 73 


British Lace Furnishings (Over- 
seas) Ltd., co-operative publicity 
body representing Nottingham and 
Scottish lace industries are launch- 
ing campaign in Australia, handled 
by Goldberg Advertising Pty. Ltd. 
Canadian scheme started some 


| months ago and was keyed to main 


gift occasions. It stressed crafts- 
manship and quality of British lace. 


new 

Carillon of St. Bride’s shall not 

create distraction to those working 

on the higher floors of adjacent 

offices, the Vicar, Rev. Cyril M. 

Armitage, the managing director of 

the makers of the Carillon (J. J. 
| Taylor) and inventor of the instru- 
ment, Leslie Bourne, paid evening 
| visits last week to the offices likely 
| to be affected. 

Having heard the Carillon from 
these positions, certain adjustments 
have been made. General opinion 
on tone of the Carillon during the 
Queen’s drive through Fleet Street 
was wholly favourable. 


1.1.P.A. BALL 


Two hundred members and their 
ladies attended Coronation Ball at 
offices of the Institute of Incor- 
porated Practitioners In Advertis- 
ing 44 Belgrave Square, S.W.1. This 
was the first time that such a 
function had been held by the In- 
stitute on its own premises. Presi- 
dent, H. A. Oughton and Mrs. 
Oughton received guests. 


Sir Eric Bowater and Lady 
Bowater gave a party at Hyde 
Park Hotel to enable representatives 
of British press to meet some of 
the important Commonwealth visi- 
tors who are in this country for 
the Coronation. Leading figures 
from the governments of Canada, 
Australia, New Zealand and South 
Africa were present. 


Jack Nener has beea appointed 
editor of the “Daily Mirror.” He 
has been acting editor since the 
resignation of late Silvester Bolam. 


Michael Randall, editor of “Sun- 
day Graphic,” has resigned from 
that paper to join “Daily Mirror” 
as assistant editor in charge of 
features. 


Feature of Coronation issue of 
“Everybody's” is double page 
spread full colour picture of the 
| Queen arriving at Westminster 
Abbey. The issue contains many 
photographs taken on Coronation 
Day. Contributors include the 
Archbishop of York and there are 
five pages of full colour advertise- 
ments. 


During next two weeks, exhibi- 
tion of work of 24 schools of 
printing will be held in library of 
British Federation of Master 
Printers at 11 Bedford Row, Lon- 
don, W.C.1. Exhibition is a travel- 
ling display devised by Association 
of Teachers of Printing and Allied 
Subjects. 


Full colour spaces in popular 
periodicals will re-introduce Libby's 
canned meats, now on market for 
first time since war. Agents: T. B. 
Browne Ltd. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street. London, E.C.4. (Phone: Chancery 8844.) 
June i1, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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